Temporary Restraining 
Order Halts Commercial 
CBS Color Telecasting 


' Cutcaco, Nov. 15—Radio Corp. 
et America today won the first 
found of its court fight against 
Columbia Broadcasting System 
tolor television. 

After two days of intensive ar- 
gument by spokesmen for a bat- 
fery of almost 30 lawyers repre- 
Benting RCA, CBS, the Federal 
Communications Commission, the 
U.S. government and seven inter- 
veners, a three-judge court is- 
sued a temporary restraining or- 
der which will hold up CBS com- 
mercial color telecasts until the 
court decides whether or not to is- 
sue a temporary injunction. Com- 
mercial telecasts were scheduled 
to start Nov. 20. 

From the beginning of the hear- 
ing, the court, consisting of Cir- 
cuit Judge J. Earl Major and Dis- 
| trict Judges Philip L. Sullivan and 
Walter J. LaBuy, was unimpressed 
by the necessity for an immediate 
decision approving or enjoining the 
FCC order permitting CBS color 
telecasts. 


s In announcing their decision to 
issue a temporary restraining or- 
der, the members of the court 
agreed that it would be impossible 
for them to reach a decision until 
they had had an opportunity to 
study the issues at stake. 

RCA, National Broadcasting Co. 
and RCA Victor Distributing Corp. 
originally brought suit against the 
U.S. government and the Federal 
Communications Commission in 
district court here. The plaintiffs 
asked the court to issue a tempor- 
ary injunction restraining FCC 
| from enforcing its order permitting 
CBS color telecasts until a perma- 
hent injunction could be issued. 

Columbia Broadcasting System 
Tequested permission to intervene 

(Continued on Page 46) 


CORRECTION 


The farm publication lin- 
age report on Page 51 of this 
issue contains an error in the 
number of pages carried by 
Country Gentleman during 
the first 11 months of this 
year. The linage report shows 
1,076.9 pages for this period, 
whereas the actual figure 
should be 1,087.9 pages. 

On the basis of this error, 
Farm Journal, which has 
printed 1,081.4 pages of ad- 
vertising thus far this year, 
last week published an ad- 
vertisement in the New York 
Times claiming advertising 
leadership in its field. 

The fact is that for the 11 
months, Country Gentleman 
carried about 64% pages more 
advertising than Farm Jour- 
nal. The error is wholly Ap- 
VERTISING AGE’s, and we of- 
fer complete apologies both 
to Country Gentleman and 


P Farm Journal. 


Advertising Age ‘ 


Entered as second-class matter Jan. 6, 1932, at the post office Chicago, Ill., under the act of March 3, 1879. Copyright, 1950, by Advertising Publications, Inc. 


THE NATIONAL NEWSPAPER OF MARKETING 


mai CBS Loses First Round in Battle 


Over FCC Color Television Ruling 


FIRST OF SERIES—Waterfill & Frazier 

Distillery Co., Bardstown, Ky., is using 

a series of five-color pages, the first 

of which appeared in the Chicago Tribune 

on Nov. 17. About 80% of W&F’s 1951 

budget will be used for newspaper and 
trade publication space. 


3-Day ‘Tribune’ 
Forum Attracts 
400 in Chicago 


CuicaGco, Nov. 16—Four hundred 
advertising, sales and merchandis- 
ing executives attended a dis- 
tribution and advertising forum 
here this week sponsored by the 
Chicago Tribune’s general adver- 
tising department. 

Open to personnel of advertising 
agencies, retail stores and local 
manufacturers and distributors, the 
forum was held to stimulate dis- 
cussion on modern problems of ad- 
vertising and merchandising. 

Arno Johnson, vice-president 
and director of media and research 
of J. Walter Thompson Co., told 
the forum in an opening address 
that both a guns and butter econ- 
omy are possible and essential in 
the coming years (see Page 16). 


s Walter C. Washburn, vice-pres- 
ident of Young & Rubicam, dis- 
cussed the techniques and methods 
of merchandising and advertising 
required for today’s mass selling 
and the methods needed to pace 
the present expanding economy. 
Merchandising should be able to 
furnish the necessary information 
needed in a successful advertising 
campaign, Mr. Washburn said. He 
listed these steps involved in the 
successful merchandising of Gen- 
eral Foods Co.’s Minute rice: study 
of existing statistical data, supple- 
mented by available trade in- 
formation; acceptability checks; 
marketing tests, followed by trade 
and consumer research; and, final- 
ly, national extension by markets. 
Mr. Washburn was reassuring 
in his outlook toward continuing 
introduction of new products and 
the concurrent expansion of mer- 


(Continued on Page 62) 


Peckham Tells 
GMA How Ad 


Brands Gain 


End Newspaper Coupons, 
Distributors Advise 
Grocery Manufacturers 


New York, Nov. 15—Industry 
members who came here for the 
42nd annual meeting of the Gro- 
cery Manufacturers of America 
were homeward bound today after 
hearing key speakers stress the 
need for expansion—both in ad- 
vertising and in plant facilities. 

J. O. Peckham, executive vice- 
president of A. C. Nielsen Co., Chi- 
cago, who presented the 13th an- 
nual Nielsen report to the GMA, 
told one session that the more im- 
portant lessons in the field of food 
distribution learned during World 
War II were: (1) maintenance and 
expansion of advertising; (2) con- 
tinued development of new or im- 
proved products, and (3) fair and 
efficient allocation of available 
supplies. 

“There can be no doubt,” Mr. 
Peckham said, “that the consum- 
er’s vote is overwhelmingly and 
increasingly in favor of advertised 
brands—not just the one or two 
leaders in the field—but all of 
them. It seems to me that this vote 
on the part of the consumers is the 
natural result of the policies we 
have just enumerated: continued 
and effective advertising of a 
product that meets the consumers’ 
needs.” 


a Mr. Peckham displayed a series 
of charts to show the share of 
the market accounted for by ad- 
vertised brands in various fields 
in June-July, 1950, as compared 
with midsummer, 1942. 

The first chart showed that “the 

(Continued on Page 67) 
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Patri, Others Upset 


Over IV Makers’ Ads 


EE Riehl ages hs RS” 


OH, SANTA!—This lass wears Dove Skin 

undies instead of the somewhat bulkier 

traditional Santa Claus outfit. This full- 

page ad, part of Luxuray mills’ stepped- 

up promotion, will run in the December 

issue of Ladies’ Home Journal (AA, Nov. 
13) 


Complete Control 
of Basic Metals 
Due by Mid-’51 


WaAsHINGTON, Nov. 16—Defense 
and_ stockpiling programs cut 
deeper into the nation’s supply of 
raw materials this week, and 
responsible officials warned that 
basic metals would be under com- 
plete control by mid-1951. 

For the immediate future, con- 
sumer goods producers faced 30% 
to 35% cutbacks in their supplies 
of aluminum, copper and zinc. 

This was only part of the story. 
Alloying materials, essential to the 
production of all electrical and 
electronic items, appeared to be on 
the verge of disappearing from the 

(Continued on Page 8) 


Last Minute News Flashes 
N. Y. Stock Exchange Shifts Account to BBDO 


NEw York, Nov. 17—The New York Stock Exchange has appointed 
Batten, Barton, Durstine & Osborn to handle its account, effective im- 
mediately. Gardner Advertising Co. is the former agency. 


Charles Dallas Reach Gets Krueger Brewing 


Newakrk, N. J., Nov. 17—G. Krueger Brewing Co. has appointed 
Charles Dallas Reach Co., effective Feb. 1. Geyer, Newell & Ganger 


now handles the account. 


Flako Cookie Mix Tested in Westchester 


New York, Nov. 17—Flako Products Corp. is conducting a test cam- 
paign in eight Macy papers throughout Westchester County for Flakies 
cookie mix. The test will end the second week of December, at which 
time expansion plans will be discussed. Platt-Forbes Agency is han- 


dling the account. 


McKesson Plans 51 Co-op Ads in ‘Life’ 


New York, Nov. 17—McKesson & Robbins is readying a 5l-page 
campaign in Life starting in January, in which quarter-page ads of four 
cooperating manufacturers will be used. Whether other publications 
will be used is still undecided. Beaumont & Hohman is the agency. 


Newspaper Campaign for Bulk-Pads Set 

WASHINGTON, Nov. 17—McCambridge & McCambridge, Baltimore 
pharmaceutical manufacturer, begins full-page ads in 63 newspapers 
Nov. 27 for Bulk-Pads, new methylcellulose laxative product, through 
M. Belmont ver Standig, Washington agency. Newspaper ads will be 
followed with radio and TV after the first of the year. 


(Additional News Flashes on Page 65) 


R&R Unperturbed, But 
Plans to Change Copy; 
24 Named Sponsors 


New York, Nov. 17—Dr. Angelo 
Patri, child behaviorist, who is 
being widely quoted in the buy- 
television-to-keep-your-child- 
happy campaign, is “disturbed” 
about the emphasis the “Amer- 
ican television dealers and manu- 
facturers” are placing on the in- 
feriority complex angle. 

Ruthrauff & Ryan, the agency 
handling the $2,000,000 drive, 
meanwhile, is apparently unruf- 
fled by the furor it has set off. 
Admitting that there had been a 
“lot of squawks” made to the agen- 
cy and to newspapers and radio 
stations against the nature of the 
advertising, Cal J. McCarthy Jr., 
R&R account executive, said: 

“We expect to have that sort 
of thing in a hard-hitting cam- 
paign like this. We had it when 
we introduced the B.O. theme for 
Lifebuoy and when we used high- 
way accident scenes in safety ads 
for Goodrich years ago.” 


ws Designed to get everybody to 
want a “television Christmas,” the 
radio and newspaper ads reiterate 
the indispensability of TV as a 
contributor to childhood happi- 
ness (AA, Nov. 13). 

Dr. Patri is quoted along with 
other prominent educators and 
juvenile court authorities, some of 
whom endorse video as being as 


(Continued on Page 61) 


Providence Paper 
Drops Patri; He’s 
Returning His Check 


PROVIDENCE, R. I., Nov. 17— 
Three days ago the Providence 
Journal-Bulletin ran a full-page 
ad which was part of the now con- 
troversial buy-television-to-keep- 
your-child-happy campaign. 

Today the paper announced it 
is discontinuing the Dr. Angelo 
Patri column which it has carried 
for many years, because of Dr. 
Patri’s association with the cam- 
paign. It said: 

“The Journal-Bulletin will not 
permit supposedly independent and 
objective experts who appear in 
its columns to pervert their posi- 
tions for commercial purposes. We 
have, therefore, permanently dis- 
continued Angelo Patri’s column.” 

In New York, Bell Syndicate, 
which handles the Patri stint, said 
the Journal-Bulletin is the only 
paper to cancel. A spokesman said 
one other New England paper de- 
cided to continue with it when as- 
sured that the Patri endorsement 
would not appear in future ads. 


ws Meanwhile, at Patterson, N. Y., 
Dr. Patri was quoted as saying: 
“I am never going to advertise 
anything for anybody any more.” 

He added that he is returning the 
check he had received for his en- 
dorsement. 
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Byoir Tells PR Men A&P Anti-Trust 
Ads Have Increased Chain’s Sales 


New York, Nov. 14—Car! Byoir, 
chairman of the board, Carl Byoir 
& Associates; Ted Repplier, presi- 
dent of the Advertising Council, 
and Edwin Cox, senior vice-pres- 
ident, Kenyon & Eckhardt, out- 
lined pertinent factors in the “Ef- 
fective Use of Public Relations Ad- 
vertising” yesterday to the work- 
shop committee of the Public Re- 
lations Society of America. 

Feeling the need for definition, 
Mr. Repplier explained public re- 
lations promotion as “advertising 
designed to build character,” as- 
serting that basically all public re- 
lations advertising attempts to do 
this. He broke the definition down 
into two components: (1) effec- 
tive advertising for a cause, (2) 
effective advertising for the ad- 
vertiser. 

Mr. Repplier pointed to the first 


“Save Wheat” campaign, at the 
end of the last war, as an example 
of successful cause promotion be- 
cause it was simple, straight and 
direct—eat less, don’t waste food, 
save wheat. 


w The second wheat campaign he 
listed as a failure because it tried 
to “translate wheat into chickens” 
and got involved in agricultural 
economics, a complex, hard-to- 
understand subject. 

Idea advertising, the Ad Council 
president said, is difficult to do, 
because it is a new, relatively un- 
familiar field to copy writers. He 
pointed to the council’s efforts in 
behalf of forest fire and accident 
prevention as examples of effec- 
tive campaigns. 

Mr. Byoir, who planned Schen- 
ley Industries’ opposition to the 


government’s wartime request for 
temporary distillery shutdowns, 
took exception to Mr. Repplier’s 
reasons for failure of the second 
“Save Wheat” campaign. The main 
reason, he said, was because the 
campaign was a “phony”—there 
was no wheat shortage and the 
government was interested in giv- 
ing the agriculture department 
control over the distilleries. 


a Mr. Byoir, who is handling 
A&P’s public opposition to the 
government anti-trust suit, as- 
serted that, while all the public 
sees A&P advertising, much of the 
effective public relations spade 
work is behind the scenes with 
farmers, farm papers, and con- 
sumer organizations. “The govern- 
ment would probably be more 
afraid of winning this suit than 
losing it” because of the political 
implications, he said. 

He pointed out that since the 
suit was filed, A&P business has 
gone up an average of $9,000,000 a 
week. Test research indicated that 
wherever A&P ran an ad in answer 
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“This is just pocket money. Make my big dough selling 
all lowa through the Des Moines Sunday Register” 


Maybe money doesn’t grow on trees for you, but we can tell 
you where the sales pickings are mighty fine. 


It’s lowa—where spending is at a 5 billion dollars a year 


clip, no less! 


Now, here’s how to tap it. Get best coverage of the whole 
statewide market of 2/2 million people through the recog- 
nized best “seller”—the Des Moines Sunday Register. It'll 
take you right into the homes of 540,000 plus families who 


do most of the spending. 


County count goes like this: Family coverage in 86 of the 
99 counties is from 50% to 100%. In the others it’s higher 


than 25%. Overall coverage: 75% of all buying families. 


That’s why advertisers have moved the Des Moines Sun- 
day Register up to 7th position among ail Sunday news- 
are in general advertising linage. Yes, and only 9 other 

S.A. cities have Sunday papers as large! Milline rate $1.57. 


MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


ABC CIRCULATION March 31, 1950: 
Daily, 372,051—Sunday, 540,192 


THE DES MOINES REGISTER ann TRIBUNE 


Gardner Cowles, President 


Represented by: 
Osborn, Scolaro, Meeker & Scott 


New York, Chicago, Detroit, Philadelphia 


Advertising Age, November 20, 1959 


NBC OFFICIALS IN HOLLYWOOD—Top brass of National Broadcasting Co. arrive 


7 


in Hollywood to introduce John K. West, newly appointed vice-president in charge 

of the western division; Mannie Sachs, director of artists relations for RCA and NBC; 

Joseph H. McConnell, president of NBC; Mrs. McConnell; William F. Brooks, vice- 
president in charge of public relations; and Mr. West. 


to the government, local A&P sales | 
invariably took a rise. 

Mr. Byoir said that newspaper | 
ads should not be used unless the 
user has the best case, and even | 
then with the calculated risk of 
further irritating the public. 


s He justified A&P’s current trial- 
by-newspaper procedure, declaring 
that when a company is publicly 
attacked and accused of thievery 
it has a right to reply prior to court 
trial, which may not come about 
for years. 

Discussing company-labor rela- 
tions, Mr. Byoir said that direct 
mail is an effective means of tell- 
ing the company’s story to the 
workers, because it has a personal 
touch. 

He agreed with Mr. Cox that 
separate ad agencies and public 
relations outfits, working with each 
other, are better for a client than 
having the two functions per- 
formed by one organization. 


a Mr. Cox cited the Ford Motor 
Co. “Good Citizenship” campaign, 
conducted by his agency, as an il- 
lustration of effective public re- 
lations. Kenyon & Eckhardt re- 
search, he said, indicated that a 
good campaign should do the fol- 
lowing: 

1. Get the “don’t knows,” the 
neutrals and the uninformed to 
like the Ford company. 

2. Tell people what the Ford 
goals and problems are. 

3. Don’t commit the company for 
something it can’t do. 


4. Don’t treat a campaign as pub- 
lic philanthropy, but as part of 
producing more and better cars. 

5. Don’t give the impression of 
defending anything; people want 
things better, not status quo. 

6. Be specific and use plain talk. 

7. Try to make ads news-like 
instead of ad-like. Mr. Cox noted 
that Starch readership reports 
gave Ford public relations ads 
higher recall than two other auto 
industry campaigns—even those 
using color spreads as opposed to 
Ford’s single page b&w—because 
of this technique. 

The people, as citizens, he added, 
want to know the following about 
a company: (1) labor policies; (2) 
prices; (3) company respect for 
research (what’s in it for the con- 
sumer). 

Like or dislike of head company 
officials is an important factor in 
forming opinions, Mr. Cox added. 


BBDO Appoints Burton 


Harry R. Burton, formerly 
northwest manager of McCann- 
Erickson, with headquarters in 
Portland, Ore., has been named ac- 
count manager of Batten, Barton, 
Durstine & Osborn, San Francisco. 
Willard E. Wilson, in the Portland 
office of McCann since 1946, has 
been appointed to succeed Mr. 
Burton. 


Gets Lobster Account 


Charles W. Hoyt Co., New York, 
has been appointed to handle the 
advertising of the South African 
Rock Lobster Assn., New York, ef- 
fective Jan. 1. 


ask your 


printer! 


Printers who use Pontiac 


PLASTIC MOUNTED engravings will tell you they are type-high and 
velvet-edge trimmed* to PICA MEASUREMENTS if requested. 
Pontiac’s electric etched “ depth-of-the-well” halftones are 


clean and deep permitting your printer to carry a normal quantity 
of ink without fill-up. Insist upon Pontiac PLASTIC MOUNTED engravings 
td improve the quality of your printing. They give more satisfaction 
on the lock-up stone and in the press room. Ask your printer—he knows! 


*Pat. Applied For 


color process specialists MD. USA. SMG SAL Rae 


PHOTOGRAPHERS ...TYPOGRAPHERS.. . ELECTROTYPERS 


PONTIA 


ENGRAVING & 
ELECTROTYPE CO. 


812 W. Van Buren Street ¢ HA ymarket I-1000 « Chicago 7, Ill. 
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‘The Bridal Market is 


too important in terms of 


present and future sales 


to ignore ...or to try 


to reach second-hand 7 


Your advertising in 

Bride’s Reference Book 
reaches the brides from the 
top 4 million U.S.A. families... 
or 1 out of 10 

of all the brides in America. 


Your advertising in 


Bride’s Magazine reaches 
1 out of 3 of all brides 
in America...or the 
brides from 14,000,000 
U.S.A. families. 


To reach “first-hand” more than 500,000 brides at the very time of making their first brand 
decisions...to reap the full crop from the seeds you have sown through your 
“general” advertising, include The Bride’s Magazine and The Bride’s Reference Book in the 


plans you are now considering. For supporting facts write, wire or phone ...... 


Brides House, ir. 


PUBLISHERS TO THE BRIDES OF AMERICA 
The Bride’s Magazine » The Bride’s Reference Book + The Bride’s Notebook * The Bride’s Book of Btiquette 
MUrray Hill 2-1490 + 527 Fifth Ave., New York 17, New York 
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Hudson Plans Heavy Follow-Up Campaign 
to Supplement 1951 Announcement Drive 


Detroit, Nov. 17—Hudson Motor 
Car Co. is using 2,500 daily and 
2,000 weekly newspapers for its 
November follow-up of October’s 
new 1951 Hudson announcement 
advertising, according to George 
R. Browder, director of advertising 
and merchandising. 

Mr. Browder said that a heavy 


®@ Devoted exclusively to 
electrical living 

@ Reaches professional 
home builders, architects, 


contractors and financing 
agencies. 
20 N. Carroll St. Madison 3, Wis. 


schedule of television spots is be- 
ing used in all major markets with 
spot radio used wherever television 
is not available, as was done in 
October. 

“Television spots will be used 
to supplement Hudson’s weekly 
Billy Rose network show which, 
since its premier showing on Tues- 
day, Oct. 3, over ABC (9-9:30 p.m., 
EST), has won wide acclaim,” he 
said. 

The shows of Oct. 3, 10 and 17 
were devoted to “building up” for 
the new 1951 announcement, he 
added, with the new car announce- 
ment being made on the Oct. 24 
show. 


a “We are in the midst of a heavy 
national magazine campaign de- 
signed to continue the heavy show- 
room traffic experienced by Hud- 
son dealers as a result of our new 
car announcement advertising pro- 
gram,” Mr. Browder said. 


As in October, Hudson is using 
four-color spreads in Collier’s and 
The Saturday Evening Post in No- 
vember. Single pages in four colors 
are scheduled in Better Homes & 
Gardens, Country Gentleman, 
Farm Journal, Newsweek, The 
New Yorker and Time. 

Brooke, Smith, French & Dor- 
rance here handles the account. 


Kabo Names Buchanan, Klein 

Kabo Inc., Chicago, manufactur- 
er of girdles and bras, has named 
Buchanan & Co., Chicago, to han- 
dle its advertising. Ernest L. Klein, 
Chicago public relations agency, 
has been appointed to handle the 
company’s public relations pro- 
gram. A new advertising campaign 
will be launched in 1951, using 
women’s magazines and metro- 
politan dailies. Trade publications 
also will be used. 


‘News’ Increases Ad Rates 

Effective Jan. 1, 1951, the 
Philadelphia Daily News will in- 
crease its advertising rates. The 
general advertising rate will be in- 
speaeee from 38¢ to 41¢ per agate 
ine. 


Putman Elected 
NBP President 
at N. Y. Meeting 


Harper Outlines Plans 
for Ad Campaign and 
Broadening Services 


New York, Nov. 16—National 
Business Publications Inc. held its 
annual meeting here today and ap- 
proved an advertising campaign 
promoting the association, to be 
placed by The House of J. Hayden 
Twiss. 

The campaign, to run in three 
advertising business papers, will 
be restrained in tone, Robert E. 
Harper, managing director, said. It 
will bear strongly on three points: 
reliance on business papers to 
reach prospects, reliance on con- 
trolled circulation, and reliance on 


a 100% automo- 
tive manufacturing 
market? No, not by 
any means! As of 
June 1950, 257,000 
NON-AUTOMO. 
TIVE factory work- 
ers were employed 
in the Detroit area. 
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NON-AUTOMO. 
TIVE manufactur- 
ing activity is sub- 
stantially higher 
than the level of 
ALL manufactur- 
ing in such major 
centers as Cleve- 
land, Boston or St. 
Louis. 


NON-AUTOMO. 
TIVE factories em- 

loy more than 

alf again as many 
workers as the im- 
portant industrial 
areas of San Fran- 
cisco, Buffalo, Mil- 
waukee, Baltimore 
or Cincinnati. 
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DETROIT’S 


NON-AUTOMO. 
TIVE industries 
lead in the making 
of tools, dies, 
gauges, jigs, fix- 
tures—while its 
pharmaceutical, 
stove, furnace, ad- 
ding machine and 
electrical appliance 
plants are among 
the nation’s largest. 


DETROIT’S 


NON-AUTOMO.- 
TIVE production 
also includes large 
brass rolling and 
copper mills, and 
holds hi h rank in 
the production of 
chemicals, paints, 
varnishes, iron and 
steel, tires, foundry 
and machine shop 
products. 


DETROIT’S 


257,000 NON- 
AUTOMOTIVE 
workers earn ap- 
roximately one 
Billion dollars in 
annual wages. Add 
to that the earn- 
ings of the 375,000 
AUTOMOTIVE 
‘factory workers. 
and 497,000 {other 
workers and you 
see why Detroit is 
The No. 1 sales op-. 
portunity of the 
nation! 
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DMB 


Detroit Means Busi- 


Detroit News 


is the leading business-getter in 
the Detroit market. The News. 
gives you the largest weekday 
circulation, and results proved by 
its overwhelming advertising 
leadership—carrying nearly as 
much total linage as both other 


ness—BIG business 

for aggressive ad- 7 ae 

vertisers in a mark- eo 

et that did 3 bil- rs. 

lion dollars re- 5% 

tail business in ae 

1949—and even te 

MORE in 1950. 4 a Detroit papers 
akg 
We: 
ar 


Owners and Operators of Radio Stations WWJ, WWJ-FM, WWJ-TV 
Eastern Advertising Offices: 110 E. 42nd St., New York 17 
under management of A.H. KUCH 


Western Offices: JOHN E. LUTZ CO., Tribune Tower, Chicago 


453,684 
largest weekday circulation 
ever reached by any Michigan newspaper 


565,658 


largest Sunday circulation 
in Detroit News’ history 


A.B.C. Figures 
for 6- months period 
ending March 31, 1950 


Advertising Age, November 20, 1959 


NBP magazines. 

The NBP elected Russell L. Put. 
man, president of Putman Pub. 
lishing Co., as president to succeed 
Lansing Chapman, Medical Eco. 
nomics. Rufus Choate, president of 
Bookhout-Choate-Scott, was elect. 
ed vice-president. New directors 
elected were Jay Jenkins, Jenkins 
Publications, Los Angeles, and 
David R. Watson, Modern Rail- 
roads Publishing Co., Chicago. 


es NBP currently has more than 
60 members with more than 99 
publications, and has 15 applica. 
tions pending, Mr. Harper said. 
At the session the affiliation of 
Contractors & Engineers Monthly 
with NBP was announced. 

In summarizing the year’s work 
for the association, Mr. Harper 
laid emphasis on broadening of 
NBP’s services, and listed these 
activities for the future: (1) work 
in the field of advertising agency 
recognition, certification and cred- 
it; (2) studies aimed at uniform 
accounting of travel and enter- 
tainment expenses for salesmen; 
and (3) surveys of comparable 
editorial costs, readership surveys, 
etc. 


ws The group heard Bennett §. 
Chapple Jr., assistant vice-presi- 
dent for sales, U. S. Steel Corp. 


‘|and NIAA president, outline the 


industrial future. In an economy 
of mobilization, he said, only 
shortages were sure. He said the 
trend toward controls would be 
partially counter-balanced by the 
search in industry for better 
methods, machines, materials and 
techniques, and called attention 
to the entry of new manufacturers 
into fields as old manufacturers 
become absorbed in war produc- 
tion. He called this entry a healthy 
development, one which broadened 
the market. 

The association saw Mr. Put- 
man’s “Radar of Selling” film, a 
graphic explanation of how in- 
dustrial advertising works, which 
is sponsored by NIAA and has 
been widely shown to NIAA chap- 
ters and affiliated groups. 

On the motion of E. R. Coombes, 
of Mechanization, the assembled 
publishers resolved against send- 
ing any more copies of their pub- 
lications to Russia or countries be- 
hind the Iron Curtain. 


Two More Unions 
Sign Agreements 
with N. Y. Papers 


New York, Nov. 16—Eight of 
the nine printing crafts unions 
have signed two-year contracts 
with 12 daily newspapers in this 
city covering wage and other 
agreements tentatively reached 
three weeks ago (AA, Nov. 13). 

At a special meeting of its mem- 
bers held early this week, New 
York Typographical Union No. 6, 
which previously had rejected the 
agreement, ratified it on a closed 
ballot and authorized its officers 
to sign a contract, which was done 
later in the week. 

The only one of the nine unions 
still to ratify is the Newspaper & 
Mail Deliverers Union, independ- 
ent, which is holding an election of 
officers early in December, and 
which has until Dec. 10 to act on 
the proposal. 

The two unions that signed con- 
tracts this week in addition to the 
Big 6 are New York Printing Press- 
men’s Union, Local 2 (AFL) and 
International Assn. of Machinists, 
independent. 


‘Mother & Child’ Rates Up 
Mother & Child, Baltimore, a 
quarterly publication which was 
launched July, 1950, will increase 
its advertising rates, effective 
with the April, 1951, issue. The 
basic page rate will go from $150 
to $260, with a new guaranteed 
paid circulation of 40,000. The 
first issue had 8,292 paid sub- 
scribers. 
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e Retail Sales 
e Food Sales 
e General Merchandise Sales 
e« Drug Sales 
Sales Management's survey, in its 


November 10, 1950 issue, shows that, for . Furniture, Household, 
metropolitan county areas of cities up to 500,000 ° 
sos Kansas City occupies top “re in Radio Sales 


volume of retail sales, as well as in each of five leading  @ Automotive Sales 


classifications of retail sales. 


With a retail sales volume of nearly a billion dollars, the Kansas 
City area shows an increase of 225% over 1939. 


Here is an outstanding market which is vitally active and growing 
by leaps and bounds. 


In this outstanding market The 
Kansas City Star offers an equally 
outstanding advertising opportunity. 


HERE ARE THE FIGURES FOR KANSAS CITY 


(Sales Management, November 10, 1950) 


The Star has the lowest per-thousand- Volume % merease == Voame, 

of Sales. Over 1939, in Group 
copy advertising rate of all standard ital Gis $964,557,000 225 , 
size daily newspapers. It covers Food Sales 178,274,000 221 1 
Greater Kansas City with 100% General Merchandise Sales 221,505,000 254 1 
thoroughness, a feat not even closely Drug Sales 49,897,000 162 1 
approximated by any other newspaper Furniture, Household, 


Radio Sales 44,395,000 225 
Automotive Sales 168,867,000 356 


in any other city, and has an 
effective circulation coverage in 
surrounding territory. = 


THE KANSAS CITY STAR 


Evening—362.967 Morning—352.177 Sunday—375.037 
Kansas City beh ene A Chicago 202 5, State St New York 35 sthst. 
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Results of Pittsburgh Strike Studied 


PITTSBURGH, Nov. 15—This city’s , 
six-week newspaper strike ended 
last night when mailing room| 
workers signed contracts for a 10¢ | 
hourly wage increase plus another| most by both men and women. 
3%¢ an hour nine months hence.| (Discontent over not seeing adver- 
A principal cause of the strike was | tising was not mentioned by an 
the mailers’ refusal to enter into| appreciable number of men.) 

a written contract. 

Two Pittsburgh organizations| e The agency found that business 
completed surveys just before the | in general and retailing in particu- 
settlement, concerning the extent | lar suffered in varying degrees 
to which the public and advertisers | during the strike. It pointed out 


suffered because of the Post-Ge-| that department store sales in 


cross-section of the public showed 


zette, Press and Sun-Telegraph October were 9.6% below the 1948 
shutdown. level. 
Ketchum, MacLeod & Grove re- | Liquor stores, florists, shoe 


stores, sports promoters and drive- 
in theaters were among those 
hardest hit, Ketchum, MacLeod re- 
ported. 

A report by Guide-Post Research 
| indicated that the public was not 


ported that its interviews with a 


Remember 


WM. F. RUPERT 


When you 
need 


i 
RECENT a ee "aceon well satisfied during the six-week 
BIRTH for the past 55 years.| Strike by news and advertising 


coverage offered by radio stations 


90 Fifth Ave., New York 11 L 
and by a makeshift newspaper 


LISTS 


local store advertising was second | 
“most missed” of all newspaper | 
content. Local news was missed | 


| published by employes of the 


| 


strikebound papers. 

Guide-Post predicted that radio 
stations will, however, “hold a 
good portion of their increased 
listening” in coming months, al- 
though newspapers would return 
to 95% of normal circulation with- 
in a month after the strike. 


Gets Jewelry Account 


Jay Gabriel Bumberg, Advertis- 
ing, New York, has been named 
to direct the advertising of Regent 
Lapidary Co., manufacturing jew- 
elers of the synthetic Titania gems. 
Plans call for a test campaign in 
local newspapers and magazines 
on a direct to consumer basis. Di- 
rect mail also will be used. 


Tracy to ‘Seattle Times’ 


Ted Tracy, formerly with the 
Northwest Manufacturers 
Assn., Seattle, has been appointed 
special representative on the Seat- 
tle Times, working with the local 
and national advertising depart- 
ments in developing special sec- 
tions. 


| ber elections. If it had not been, 


G. D. Crain Jr. Says... 


Advertising Age, November 20, 1959 


Free Speech May Be in Danger 


Fortunately for business, the 
complexion of Congress has been 
radically changed by the Novem- 


some of the recent discussions by 
Fortune of the correct way to pre- 
sent ideas through advertising 
might have turned out to be some- 
what academic. 

The report of the Buchanan 
committee (AA, Nov. 6) is to be 
made the basis for recommenda- 
tions to Congress greatly extend- 
ing the scope of lobbying as at 
present defined, and including ad- 
vertising intended to influence 
public opinion and thereby the 
course of legislation as part of 
lobbying activities. This is the first 
time the use of advertising has 
been challenged on that score. 

The current advertising cam- 
paign of the American Medical 


KLING 


point 


integrated 
control service 


ADVERTISING ART 
PHOTOGRAPHY, 
3. DISPLAYS 


4. 


MOTION PICTURES — 


” ake 


5. TELEVISION FILMS | 


6. SLIDE FILMS 


KLENG studios 


CHICAGO: 601 N. Fairbanks Ct. De 7-0400 
MEW YORK: 51 East Sist St. El 5-7336 


DETROIT: 1928 Guardian Bldg. Wo 1-2500 


AD MANAGER MR. L 
IS FEELING FAR FROM WELL 

THE SALES DEPARTMENT WANTS DISPLAYS 
AND MR. L MUST PROVIDE THE WAYS 


When This Happens To You 


Call KLING! 


Undoubtedly one of the most specialized problems in the graphic 


arts field is creating displays that really move merchandise. Yet 
advertising managers and agencies are often called upon for this 


service. Next time you are faced with this problem, “Call Kling”. 


Kling’s display designers are not only artists but soundly grounded 
merchandising men as well. They can analyze the sales problem... 
recommend the type of displays needed, and the materials best 
sulted to your budget. Kling’s experienced Display Department 
handles the complete production job—from idea conception to dis- 
tribution of the finished display. Small wonder, then, companies like 
Crosley Corp., Wilson Packing Co., Motorola, Old Gold Cigarettes, 
Johnson's Wax, Northwest Airlines, Jim Beam Whiskey, Quality 
Checkd Ice Cream and Youngstown Kitchens use Kling for DISPLAYS. 
Why don't you, too? 


Association against compulsory 
health insurance, which both the 
Roosevelt and Truman administra- 
tions have been trying for years to 
push through an unwilling Con- 
gress, is typical of the sort of ad- 
| vertising to which the committee 
seems to be opposed. Now that 
| the CIO National Health Commit- 
tee is running newspaper advertis- 
ing favoring the legislation, it too 
will presumably come under re. 
strictions which the committee wil] 
propose. 

“Each year hundreds of millions 
of dollars are spent to influence 
Congress,” said Congressman 
Frank Buchanan (D., Pa.), chair- 
man of the committee. “Most of 
this money is spent in pamphlet- 
eering and advertising, and this is 
good and proper. But Congress and 
the people have a right to know 
who is behind the campaigns.” 


a Mr. Buchanan, Fulton Lewis Jr. 
reported, “got one foot in the mud 
at the outset, when he sent a fan- 
tastic questionnaire to 132 leading 
corporations, demanding records 
dating as far back as 1926. The 
material from one concern alone 
would have required an entire 
freight train to deliver it. Some 
questionees openly defied him.” 

Theoretically, the President and 
his administration are the execu- 
tive branch of the government, 
which is charged solely with the 
execution of laws enacted by the 
Congress. In practice, the adminis- 
tration usually has a legislative 
program which it presents to the 
representatives on Capitol Hill, and 
some of it is even called “must” 
legislation. Laws favored by the 
administration are promoted in 
every possible way, including ex- 
penditures for printing and the dis- 
tribution of arguments favoring 
proposed legislation in the form 
of speeches and pamphlets. 


ws If business men whose interests 
are affected by proposed legisla- 
tion—and the trend in Washing- 
ton has been to keep legislation 
affecting business very much in 
the foregreund—are to be ham- 
pered in presenting their views to 
Congress and the public through 
advertising, then one of the rights 
guaranteed by the Constitution 
will be in danger of restriction, 
namely, the right of free speech. 

Strong forces are at work to 
change some of the basic aspects 
of the American political and eco- 
nomic system. They have plenty 
of access to the public ear. It seems 
to be only fair and reasonable, 
therefore, that those who oppose 
radical changes of this kind should 
have an opportunity to tell their 
story, through advertising and 
otherwise, without being told that 
this is a form of lobbying which 
Congress can control or restrain. 

All business, and especially that 
part of it concerned with adver- 
tising, should be on guard against 
this kind of restriction on free 
speech. 


Cap or Top, Nothing's 
Redder than AA’s Face 


That new design for Red Top 
beer pictured in AA Nov. 13 is 
newsy all right, but AA dropped 
the schooner when it said Benton 
& Bowles is the recently ap- 
pointed agency. 

Red Top Brewing Co. became a 
Ruthrauff & Ryan account in Aug- 
ust, having announced the change 
in May. Carling’s Red Cap ale’s 
advertising is placed through Ben- 
ton & Bowles. 


Alexander Joins ‘Circle’ 

Robert J. Alexander, formerly 4 
salesman for the Minnesota Min- 
ing & Mfg. Co., has joined the 


Ccege sales staff of Family Cir- 
cle. 
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= in fact, that Sunset tops 
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on all major magazines in 
ome eo .° + * 
a 1950 advertising gains 
ecu- 
ent, 
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the 
inis- 
itive 
the s ° 
and ADVERTISING GAINS 1st nine months 1950 
ust” 
the J (January-September 1950 over January-September 1949) 
ex: 
a AVERAGE NUMBER OF PAGES PERCENTAGE GAIN IN TOTAL 
‘orm GAINED PER ISSUE ADVERTISING PAGES 
wil T. SUNSET 13.1 1. SUNSET 20.7 %e 
la- 
ing 2. BETTER HOMES AND GARDENS 12.4 2. NEW YORKER 14.9 
it10n 
= 3. NEW YORKER 7.6 3. LOOK 12.1 
“A 4. GLAMOUR 7.1 4. BETTER HOMES AND GARDENS 9.8 
ights e ‘ 
, : TOR B IN 6.4 . GLAMOUR 7.6 
von Why this success soli. scans anisannt . ae 
ech. R , 1 6. LOOK 5.8 6. MOTOR BOATING 7.5 
ck t 
oll 0 a egiona 7. SATURDAY EVENING POST 5.3 7. SATURDAY EVENING POST 6.8 
eco- ” 
«vy Magazine? 8. LIFE ‘ 4.0 8. LIFE 6.0 
ble, , ; 
— Sunset’s territory, the Far West, is the country’s 9. WOMAN'S HOME COMPANION | 3.4 9. WOMAN'S HOME COMPANION 4.7 
— fastest growing region. But population growth 10. HOUSE & GARDEN 3.0 10. HOUSE & GARDEN 3.8 
and! alone does not account for Sunset’s 20% in- ; 
that crease in advertising for the January-September 11. GOOD HOUSEKEEPING 3.0 11. PARENTS’ MAGAZINE 3.5 
rain period, or its 50% gain in the September issue. 12. HOUSE BEAUTIFUL 2.7 12. HOUSE BEAUTIFUL 2.9 
that} The rest of the story is that more and more : 
re advertisers-——both western and national —are 13. PARENTS’ MAGAZINE 2.2 13. GOOD HOUSEKEEPING 2.2 
free} recognizing the unique position Sunset occu- 14. TOWN & COUNTRY 1.1 14. U.S. NEWS & WORLD REPORT 2.2 
ies, ly: ' 
— oer 15. NEWSWEEK 0.9 | 15. TOWN & COUNTRY 1.9 
Top the one and only authentic guide to West- 16. U.S. NEWS & WORLD REPORT 0.5 16. NEWSWEEK 1.8 
i ern living...and the most reliable guide 17. TRUE STORY 0.2 17. TRUE STORY 0.4 
to purchasing of goods and services that 
make Western living complete. *K All magazines which carried at least 250,000 lines of advertising during the Ist nine months of 1950. Only magazines showing a gain are listed. 


SOURCE: ADVERTISING AGE 


THE MAGAZINE OF WESTERN LIVING 


LANE PUBLISHING CO. - 576 SACRAMENTO ST. - SAN FRANCISCO 11 - CALIFORNIA 
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CLEVELAND. 
856 Leader Bldg 
PRospect 1-79.46 


NEW YORK 
122 & 42nd St 


by the publishers of Jobber Topics 
and Super Service Station sonyinmmes 


" san FRANCISCO | 


582 Market Sr 


Hardware & Housewares 
is your Bort Jala tool 
for the handwiane thade 


That’s right .. . HARDWARE & HOUSEWARES delivers 
faster sales results ... at less selling cost. ..no 
matter what you’re selling to hardware men! 


H&H’s 40,000 monthly circulation takes your sales 
message into more than 32,000 rated retail 
hardware outlets ...and to the desk of every 
buyer in every full line wholesale hardware firm! 


So when you want real selling action in the hardware 
trade, use H&H... the hardware newspaper 
where every ad gets premium position, right 
next to live news! 


tos ANGELES” 


182? Wilshire Blvd 
" MAdison 61271 


St. Croix Paper Joins Newsprint 
Price Hikers; Allocation ‘Likely’ 


New York, Nov. 16—Highlights 
in the paper market this week 
included the following: 

St. Croix Paper Co. announced 
an increase of $6 a ton in news- 
print, effective Dec. 1. This leaves 
Great Northern Paper Co. as the 
only major North American news- 
print producer that has not raised 
its price within the last month. 

St. Regis Paper Co. raised prices 
on spot business $10 a ton on off- 
set stock and $6 a ton on book 
stock. Jobbers expect other mills 
to do likewise “any time.” 

Another increase in pulp prices 
is expected, but no rise has been 
reported at this writing. 

Allocation of paper use by the 
National Production Authority is 
considered likely by many mill 
representatives “in the near 
future.” 


a Newsweek in its Nov. 20 issue 
will say that “within the next two 
weeks, the government will issue 
an order requiring mills to set 
aside about 5% of their production 
for ‘DO’ orders. The regulation 
will cover all grades of printing 
paper, newsprint, magazine and 
book paper, and special industrial 
papers.” In addition, Newsweek 
predicts that “another boost in the 
price of newsprint—about $5 a ton 
—is due early next year.” 

Reports that the Government 
Printing Office has been unable to 
cover its requirements are consid- 
ered here as exaggerated. The GPO 
is understood to have covered its 
newsprint needs, but on other 
types of paper it finds mills slow 
to bid, first, because it is difficult 
in today’s market for mills to make 


money on government orders, and 
second, because many of the goy- 
ernment specifications are obsolete 
and almost impossible to fill in the 
present raw materials market. 

Local jobbers predict that the 
price of book stock both on con- 
tract orders and in case lots from 
stock will go up about Jan. 1 be- 
tween $5 and $10 a ton. 


= Paper of all kinds is in very 
tight supply. Some jobbers refuse 
to quote. Prices on offset, in case 
lots from stock, range from $16.15 
to $17.19 per cwt. Book paper, 60- 
lb., machine-coated, averages 
about $16.90 to $17.15 per cwt. in 
case lots. But it is hard to get, and 
jobbers are not anxious to sell, 
Delivered prices from mill on large 
lots, almost impossible to get by 
non-contract buyers, are about $240 
a ton for offset, and $180 to $200 
a ton on machine-coated book 
stock. 

Newsprint stocks are even more 
tight than other types of paper. 
A record of 420,786 tons of news- 
print was consumed in October 
by daily newspapers reporting to 
the American Newspaper Publish- 
ers Assn. Previous high was 403,- 
801 tons in April. Total estimated 
newsprint consumption for the 
first ten months of 1950 was 4,851,- 
309, compared with 3,506,366 tons 
for the comparable period in ’49. 

Stocks of newsprint on hand and 
in transit at the end of October 
were down to 33 days’ supply for 
newspapers reporting to ANPA., 
This is a drop of four days’ supply 
as compared with the end of Sep- 
tember, and a drop of five days ag 
compared with the end of October, 
1949. 


Complete Control 
of Basic Metals 
Due by Mid-’51 


(Continued from Page 1) 
market. 

Cobalt, used in radio and TV 
loud speakers, went under com- 
plete control Monday. Nickel, the 
most practical substitute, is al- 
ready in scarce supply. 


ws The most candid forecast for 
the future came Wednesday from 
Manly Fleischmann, general coun- 
sel of the National Production 
Administration. 

“In the event of a 50 to 60 bil- 
lion dollar military budget—which 
appears probable next year—most 
basic materials will have to be 
under a complete controlled mate- 
rials plan, similar to that used by 
the War Production Board,” he 
declared. 

On Monday, NPA chief William 
H. Harrison announced a 35% cut- 
back in non-defense aluminum 
supplies beginning Jan. 1. He said 
he hoped this supply could be 
maintained for the first six months 
of 1951. Cutbacks in zinc, copper 
and other light metals were known 
to be in preparation. 

General Harrison said cobalt 
represents one of the most serious 


problems at the moment. He 
could not indicate whether any of 
this material—all of it must be 
imported—could be spared for 
non-defense purposes. 


American Public Relations 
Assn. Elects Col. Castle 


Col. Benjamin F. Castle, execu- 
tive director of the Milk Industry 
Foundation, Washington, has been 
elected to head the American Pub- 
lic Relations Assn. for the coming 
year. He succeeds Edward B. Ly- 
man, director of public relations 
of Fordham University. 

Other officers elected are: East- 
ern vice-president, Stephen James, 
director of education, Automotive 
Safety Foundation, Washington; 
western vice-president, E. A. Long, 
director of public relations, Pacific 
Gas & Electric Co., San Francisco; 
treasurer, Yates Catlin, director of 
public relations, American Water- 
ways Operators Inc., Washington, 
and secretary, Mrs. Ethel Slater, 
director of public relations, Gude 
Brothers, Washington. 


Foulke Agency Moves 


Foulke Agency, Minneapolis, has 
moved its offices from the Pence 
Bldg. to larger quarters at 2340 
Rand Tower. 


Fredman-Chaite Moves 


= 


t 


Fredman-Chaite Studios, com- 
mercial art, has moved to 62 W 
47th St., New York. 


#540 N. MICHIGAN AVE. #185 N. WABASH AVE. 


#410 N. MICHIGAN AVE. s111 E. DELAWARE ST. 
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ARE ST. 


(7) After a boy takes a girl home, should 
she sit in the car with him? (2) If so, how 
long, if not going steady? (3) Should he ask 
her for a kiss, or should that be automatic? 
(4) Is there any other way for straightening 
teeth except by braces?* 


The above impassioned outpouring 
of adolescent perplexity on love and 
orthodontics was culled from the bale 
of mail dumped daily on the desk of 


*(7) It isn’t de rigueur, but it’s permissible in modera- 
tion. (2) Ten or 15 minutes. This time may be extended 
to 25 or 30 minutes if the conversation is very amusing or 
interesting and to 35 if it is hilarious. (3) There should be 
nothing ‘‘automatic’”’ about it. If he asks, he may be re- 
fused, and if he doesn’t he may be struck smartly with the 
flat of the hand. (4) Only braces are used at the Univer- 
sity of Minnesota’s Department of Orthodontia. Boys of 
vision and foresight will not be distracted or frightened b 
a girl’s braces. MR. FIXI 


Ben Kern, a quiet reporter for the 
Minneapolis Tribune, who functions 
as unofficial trouble-shooter, heart- 
throb advisor, argument-arbitrator 
and Dutch uncle for the largest audi- 
ence of newspaper readers in the great 
225-county area called the Upper 
Midwest. 


Is your wife beating you? Got a 
leaky drain or trouble with the tax 
collector ? Want to rent a lie detector, 
market a new invention or find out 
how angleworms mate ? Query Kern. 
Or if you’re wondering about the 
strange insect that just crawled from 
under the sink, mail it to Kern for 
identification. He answers more than 
200 questions each week on problems 
as tragic and comic, pathetic and 
screwball, bizarre and ordinary as 
Morning Tribune reader families can 
think up. 

Like other “Mr. Fixits” in other 
newspapers, Kern started his column 
as a routine service to readers. Thanks 
to a trenchant wit, a colorful writing 


style, plus beagle-like persistence in 
tracking down answers to obscure 
skull-busters, Kern has made his col- 
umn a best-read feature of the Upper 
Midwest’s best-read newspapers. 


By shunning the dry-as-dust en- 
cyclopedic approach, ‘by adding fun 
to facts, Kern’s column typifies the 
spirit of helpful, entertaining service 
to readers that is a cover-to-cover 
characteristic of these two newspapers 
... welcomed in homes throughout 
the Upper Midwest not only as re- 
liable reporters of the news, but also 
as lively companions and dependable 
friends. 


Minneapolis 
Star zxd Tribune 


EVENING MORNING & SUNDAY 


610,000 SUNDAY - 480,000 DAILY 


JOHN COWLES, President 
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of America 


There are about one hundred thousand 
news stands in the United States. In a 
single year they sell more than eighty 
million copies of The Saturday Evening 
Post. And from one issue to the next, 
Post sales seldom ever vary by as 
much as 3 per cent. 


This combination of volume and sta- 
bility is explained by the nature of the 
Post itself. From first page to last, it 
whets and sustains the appetites of the 
entire family. Its covers are a mirror of 
life today. Its fiction is first-rate. Its 
articles are authoritative. 


As a result, the Post does more than 
hold readers from issue to issue. It 
holds them from page to page. It es- 
tablishes a rapport between magazine 
and readers. It creates for advertisers 


an atmosphere of confidence and 
loyalty. 

Consequently, more advertisers 
place more advertising in the Post than 
in any other magazine, year after 
year after year. 


The Post gets to the heart of America. 


A comprehensive survey of weekly 
magazine reading reveals that: 


. Readers spend more time with the Post 
. Readers return more often to the Post 


Readers believe the Post is more reliable 


hwWN = 


. Readers have more confidence in products 
advertised in the Post 


5. Readers pay more attention to advertising 
in the Post | 
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No Pat for Angelo Patri 


Another example of the kind of advertising and promotion which 
may—and probably will—do a good job of making sales, but which 
at the same time is going to leave a bitter taste in the mouths of a 
considerable number of citizens, is the child-appeal television cam- 
paign now in progress on behalf of an unidentified number of tele- 
vision set makers. 

There can be no doubt that the campaign is getting over. The writer 
of this editorial happened to be in Indianapolis during the first week 
that announcements were being made over AM stations, and it was 
interesting to learn, at a small social gathering, that every one of the 
housewives present had heard the commercials at least once. 

Every one of the women had heard the commercial quoting Dr. 
Angelo Patri, who has been a “child psychologist” columnist of out- 
standing reputation for many years, say that “it is practically im- 
possible for boys and girls to hold their own if television is not avail- 
able,” and that “children need home television for their morale as 
they need sunshine and fresh air. for their health.” 

Unanimously, the women expressed opinions ranging from amaze- 
ment to scorn to definite annoyance over this statement of the good 
doctor. One gathered, definitely, that while Dr. Patri might help sell 
television sets, his authority in the field of child psychology was not 
going to be improved by his contribution to this particular television 
campaign. 

The informal and purely spontaneous discussion demonstrated 
again, quite clearly, that it is possible sometimes to sell goods 
without making friends, and even to sell goods while losing friends. 

After all, television sets do cost money—a fair amount of money. 
And these women were resentful of the fact that anyone of the stature 
of Angelo Patri should lose sight of that fact, and that the manu- 
facturers of TV sets should “take advantage” of his loss of sight in 
such a clearly evident desire to force the family heads to purchase a 
set regardless of their own inclinations or the state of the family 
finances. 

The campaign, undoubtedly, will sell sets, because it makes a 
potent appeal to basic, even if not finer, emotions. But it will also 
(if the Indianapolis reaction is reasonably typical) leave a good many 
people with a bitter reaction to all advertising. 


Thoughts on The Tax Situation 


The research and policy committee of the Committee for Economic 
Development last week urged a flat “defense profits tax” in place 
of an excess profits tax, a flat percentage increase on individual in- 
come taxes and a subsequent increase in excise taxes, to meet the 
cost of a federal budget which CED said may total $62 billion in 1951. 

The CED committee’s recommendations seem sound and sensible 
and realistic, except for the fact that they are described as a “pay-as- 
you-go” program. At the rates suggested by the CED committee, it 
seems that tax collections would fall far short of being a pay-as-you- 
go plan, and that substantial deficits would continue to pile up year 
after year. 

Even the most conservative citizens seem to have long since lost 
any real interest in reducing the national debt and in an actual pay- 
as-you-go plan. The fiscal battle seems to revolve solely around how 
much ground we shall give to enlarged public debt—-whether we can 
keep annual deficits fairly small, or whether they must grow by leaps 
and bounds. \ 

This is poer strategy. The difference between a deficit and a bigger 
deficit is scarcely distinguishable. The battle lines ought once again 
to be drawn clearly between deficit and mre not between big de- 
ficit and small deficit. 
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What They're Saying 


Durante Gets a Rose 

Ruthrauff & Ryan Inc., 
York. Gentlemen: 

Along with everyone else in 
show business, I caught Jimmy 
Durante’s television debut on NBC 
the other night, and along with 
everyone else I’d like to congrat- 
ulate your agency and the sponsor 
who footed the bill. 

To my way of viewing, Jimmy’s 
show was the gayest 60 minutes 
video has come up with so far-— 
the little man who walks like a 
penguin once again proved he’s 
dean of the Daffy Dans, and that 
whenever given half a chance he 
can work up more heat than Mrs. 
O’Leary’s cow. 

Just one thing bothers me. It’s 
an odds-on bet that by the time the 
cameras faded out on the most cele- 
brated nose since Cyrano’s, you ad- 
vertising men were saying to each 
other, “Now that we’ve got the 
hottest asset in TV, how can we 
best use it? Guess we’d better call 
a board meeting and hammer out 
a policy.” 

Well, gentlemen, nobody asked 
me, but for the good of everyone 
concerned I’d like to make a couple 
of suggestions: (a) Don’t hold that 
meeting, and (b) don’t worry 
about how to use the asset—just 
get out of its way... 


—Billy Rose, in his syndicated column, 
Pitching Horseshoes. 


New Retail Sales Peak 

Retail sales on a nationwide ba- 
sis will rise to a new all-time high 
of over $140 billion in the opinion 
of Harvey Runner, business analyst 
of the New York Herald Tribune. 
This figure represents a gain of 
7.68% over the record year of 1948, 
when sales totalled a little more 
than $130 billion. It’s also 9.24% 
higher than in 1949, the nation’s 
second best sales year, when retail 
sales aggregated over $128 billion. 

This year’s sharp upturn came 
largely as a result of the heavy 
buying of automobiles, tires, tele- 
vision sets, major and small ap- 
pliances, furniture, lumber, build- 
ing materials, and heating and | 
plumbing equipment. Demand for 
these items was especially large in | 
the third quarter of the year, when | 
the Korean crisis pushed dollar 
volume up to $37% billion, the! 


New 


largest total ever recorded in any 
three-month period. 

Large as sales were in the 
third quarter, they are due to set 
a new high in the current quarter. 
It’s estimated that if retail sales 
follow their normal pattern, be- 
tween 27% and 29% of the year’s 
business will be done in this three- 
month period. 

Soft goods lines may improve 
too, continues Runner. Early re- 
ports on October sales results in- 
dicate a slackening in demand for 
many of the hard goods items. Re- 
tailers are hopeful that this de- 
velopment indicates a swing to 
heavier buying of soft goods— 
textiles, apparel, foods and similar 
items—rather than a slackening in 
demand for merchandise. They 
point out that increases in soft 
goods sales thus far in 1950 have 
been small in most instances. How- 
ever, in recent months, demand for 
men’s clothing, shoes, hosiery and 
household textiles has been very 
strong. . 


—Nov. 10 “Retail Memo,” published 
by the Retail Division, Bureau of Ad- 


vertising, ANPA. 
Teeth Still Neglected? 
Percentagewise, dentistry has 


not done as well during this period 
of increasing costs for nearly 
everything people have spent their 
money on: Medical-death expense 
share of the total national personal 
consumption expenditures rose 
from 4.8% in 1942 to 5% in 1949; 
dentistry’s share declined from 
0.6% in 1942 to 0.52% in 1949, and 
dentistry’s share of the medical- 
death expense dollar declined from 
12.2¢ in 1942 to 10.4¢ in 1949. (Dol- 
larwise, however, the amount paid 
into dental offices has risen from 
$545,000,000 in 1942 to $931,000,000 
in 1949.) 


—The Dental Surveyor” published 
by Dental Survey Magazine. 


On the Price of Tomatoes 

In my time in the industry, I 
have seen the price of labor for 
peeling tomatoes go from 4¢ a 
bucket to 25¢ this year. I don’t 
think we will ever see real cheap 
tomatoes again. 


—Herbert R. Krimendahl, president, 
Stokely-Van Camp Inec., before the 
National Assn. of Food Chains in 
Indianapolis, Oct. 17. 


“iby: 
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Es Rough Proofs | 


Gabe Yorke says good motion 
‘Pictures do good business in the 
Same areas where poor pictures 
do poor business. 

This might be a clue. 


“Now employed Pittsburgh; pre- 
fer Chicago,” says an industrial ad- 
man looking for a new connection. 

Branch Rickey isn’t going to 
like this. 


“What makes a media salesman 
smile?” asks SR&DS. 

Being asked to make his pitch 
after all his competitors have been 
heard, probably. 


Elliot Rose, of the Key Zipper 
Co., got involved with the police 
for trying to give away 1,000 $1 
bills as a promotion stunt. 

It’s nice to know that in spite 
of inflation, the dollar is stil] in 
demand. 


Sports writers have to give a 
blow-by-blow account of the 
events they cover, but Katherine 
Dillard says in introducing the 
debutantes on the society page, 
it’s bow-by-bow. 


The favorite gag of radio and 
television funnymen has to do with 
the hydromatic brother-in-law: 

“Why do you call him hydro- 
matic?” 

“He’s shiftless.” 


“Happy Mother Goose,” a re- 
vised version of the nursery 
rhymes, has eliminated most of 
the gore and conflict in favor of 
sweetness and light, and 8 to 5 the 
dear little kiddies won’t like it. 


RCA says giving CBS the bene- 
fit of its TV color research would 
be like the Phillies asking to bor- 
row Joe DiMaggio from the Yan- 
kees. 

Too bad the Phillies didn’t think 
of this first. 


* 
“Some manufacturers,” says 
Joseph R. Rowen, “try to coast 


along on their reputations.” 

It’s only natural that after coast- 
ing a while, the reputations wear 
a bit thin. 


Lawyers are more likely to be- 
come presidents of companies than 
newspaper men or teachers, the 
story says. 

Any lawyer could give you the 
whereases on this one. 


The excess profits tax may be 
shelved, the news story from 
Washington reports, so it looks as 
if advertising salesmen may have 
to go right on working. 


“Is your product being foot- 
balled?” asks a merchandising 
company. 

Do you mean kicked around, or 
being pushed right over the goal 
line? 


According to the latest election 
returns, the firm of Benton and 
Bowles is being separated again. 

Copy Cus. 
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“| This, too, is Philadelphia @ 


NATIONA 
| BANK 


pre- 


| GLENSIDE 


—a statistical accident 


spite | You won't find Glenside in any supermarkets and branches of city 
Census figures. It would be a city department stores. 
anywhere else in the U.S.A., but 


ea not in the Philadelphia market. Glenside has no daily paper. So 


an For Glenside (estimated population 41% of the families read THE 
an 14,000) is in two separate town- INQUIRER... shop THE INQUIRER. 
| shige in Moasgomety Seen Pack hs entire aise 
This is another indication that in RE AE bai “a 
and Philadelphia usual market guides can 7 
with a. . 13-county area (a total of over 
v: misguide you. 
seal 4,400,000 persons)...make sure 
Yet Glenside is only 20 minutes your advertising is in THE INQUIRER. a 
] from central Philadelphia. Most It’s the only way to reach ALL OF : 
a shopping is done locally in large AMERICA’S 3RD MARKET! 
sery 
| of 
r of 
the 
Che Philadelphi 
é ¢ Philadelphia Mnguirer 
ould 
ri Philadelphia Prefers The Inquirer 
1ink 


Exclusive Advertising Representatives: ROBERT R. BECK, Empire State Bldg., N.Y.C., Longacre 5-5222; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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Over 13,000 Lines of 


National Tea Co. 

Food Fair, Inc. 

Von's Grocery Co. 

Schaffer Stores Co., Inc. 
Thorofare Markets, Inc. 
Worth Food Markets 
Save-Way Supermarkets, Inc. 
Hyde & Vredenburg, Inc. 
Alexander's Super Markets 


iat oe 


Chuckles 


Jelsert 


Kellogg 
Kleenex 


Colonial Stores, Inc. 
Gristede Brothers 

The Fisher Bros. Co. 

Benner Tea Co. 

The Market Basket 
Tradewell Stores 
McAllister’s Farm Markets 
Roberts Public Markets, Inc. 
Childs Food Stores, Inc. 


Hagstrom Stores 


in First issue of 


Advertisers in First Issue 


American Home Foods 
American Hosiery Mills 
Armour & Co. 
Beech-Nut Packing Co. 
The Best Foods, Inc. 
Brandywine Mushrooms 
Breast of Chicken Tuna 
Calavo Growers of Calif. 
California Packing Corp. (Del Monte) National Biscuit 
Carnation Company 

The Castolite Co. 

Chilton Greeting Card Co. 


Clorox Chemical Co. 
Coast Fishing Co. (Puss N’Boots) 
Craftsman Supply House 
Doehla Greeting Cards 
Dole Pineapple 

French’s Mustard 

Gerber Products Co. 
Gravymaster Co. 

Green Giant Co. 

H. J. Heinz 

Hartford Frocks, Inc. 
Holsum Products Division 
Hormel, George A. & Co. 


Johnson’s Wax 


Purity Stores 


Knox Gelatine 

Kraft 

La Choy 

Lanzette Labs. 

Lever Bros. 

Libby, McNeil & Libby 
Merribee Art Embroidery 
My-T-Fine Desserts 


National Selected Products (Pie Crust Mix) 
New England Art (Embroidery) Publishers 
Oakite 

Olson Rug 

Pillsbury Mills 

Quaker Oats (Ken-L-Ration) 

Richmond Chase—Heart’s Delight 

Scott Paper Co. 

Standard Brands (Fleischmann) 

Standard Brands (Royal Desserts) 
Stokely-Van Camp (Peas, etc.) 

Stokely-Van Camp (Pork & Beans) 
Strongheart Dog Food 

Swift's 

Tuxedo Yarn 

United Fruit 

Vanish Toilet Bowl Cleanser 

Vermont Maid Syrup 

Wilson & Co. 

Wm. Wrigley Co. 


29 IMPORTANT FOOD CHAINS TO DISTRIBUTE EVERYWOMAN’S ... 


Wrigley's Stores, Inc. 

Loblaw Groceterias, Inc. 
Fitzsimmons Stores, Ltd. 

Loblaw Groceterias Co. Ltd. Can. 
Diamond Brothers 

Fred Meyer, Inc. 

Carty Brothers 

The White Stores, Inc. 

Checker Front Stores, Inc. 
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vertising 
verywomans Magazine 


anufacturers and ther A gencies | 


for the big send - -off ! 


Thanks to all the manufacturers whose 
advertisements will appear in the first issue of 
Everywoman’s Magazine. Thanks also to the 
agencies for their help in making the January 
issue so worthwhile. 


Agencies with Clients in First Issue 


N. W. Ayes & Son, Inc. Henri, Hurst & McDonald, Inc. 

re N. ee er, Inc. a a. Inc. S h d | be f ; ) d 
yon er onig-Cooper Company 

| wo bya orry we had fo ciose ore we cou 

—_ “4 ~ & Company des ; Chas. W. Hoyt Co., Inc. f | ] h f t h 
atten, Barton, Durstine & Osborne, Inc. | George N. Kahn Co., Inc. 

Benton & Bowles, Inc. J. M. Kesslinger & Assoc. get copy rom a t e manurac urers who 

a & Solomont * ww & Eckhardt, Inc. d - H aT b ith 
risacher, Wheeler & Sta au-Van Pietersom-Dunlap Assoc., Inc. 

E. H. Brown Advertising Agency Martin Advertising Agency wante to come in. ope ‘you e wi Us 

ah mary Co. Inc. . yng a aime Inc. xt . 

Calkins & Holden, Carlock, . M. Mathes Co., Inc. 
McClinton & Smith, Inc. axon, Inc. ne issue. 

Canaday, Ewell & Thurber, Inc. McCann-Erickson, Inc. 

Samuel Croot Co., Inc. MacLaughlin Advertising Agency 

Erwin Wasey & Company, Ltd. Needham, Louis & Brorby, Inc. 

Federal Advertising Agency, Inc. The Perrett Company 

Foote, Cone & Beiding eer H. Riordan Company 

Gardner Advertising Company uthrauff & Ryan, Inc. 

Geare-Marston, Inc. Schwab & Beatty, Inc. 


Gray & Rogers — Walter Thompson, Co. 
The Phil Gordon Agency, Inc. foung & Rubicam, Inc. 


EVERYWOMANS 


oe MAGAZINE 


. THE WOMAN'S GUIDE TO BETTER LIVING 
For additional Information... 


information which will help you plan now for more 


effective advertising in 1951 ... write or instruct 
your agency to contact— 


West Coast Representative 


ROY M. HUTCHINSON WINTON H. BROWN W. F. COLEMAN CO., Inc. 


Advertising Director Western Advertising Manager on —a 

31 West 47th Street 35 East Wacker Drive . E. A. POTTER ALBERT TEWKSBURY JERRY JONTRY 
New York 19, New York Chicago 1, Illinois 1038 Henry Bidg. 300 Montgomery St. 530 West 6th St. 
Telephone JUdson 6-0310 Telephone Financial 6-1273 Seattle, Wash, San Francisco, Cal, Los Angeles, Cal, 
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Guns & Butter Economy Both Possible 
and Essential, Johnson Tells Forum 


Cuicaco, Nov. 16—In the open- 
ing session of a three-day dis- 
tribution and advertising forum 
held here Nov. 13, 14 and 15, 
under the auspices of the Chicago 
Tribune, Arno Johnson, vice-pres- 
ident and director of media and 
research for J. Walter Thompson 
Co., presented a detailed and com- 
pelling argument for “a strong and 
expanding civilian economy in 
1951 and for the next five years 
in order to finance our defense 
which may require as much as $40 
billion a year.” 

An 8% increase in production 
in 1951 will provide us with $40 
billion for defense and increase 
our standard of living at the same 
time, he said. “Furthermore, the 
opportunity exists for Americans 
to improve their standard of liv- 
ing by one-third within the next 


AMERICAN BUILDER covers 
all three buying factors 
you must influence to sell the 
Light Construction Industry. 


For the complete sales effort in Light 
Construction, AMERICAN BUILDER pro- 
vides manufacturers with a blanket 
coverage of every worth-while Op- 
erative Builder, Contractor-Builder, 
Carpenter-Contractor, and Retail 
Lumber and Material Dealer in 
every trading center and every trad- 
ing area in the United States. 


AMERICAN BUILDER advertising plus 
a specialized mailing through the 
AMERICAN BUILDER Mailing Service 
reaches them all. 


AMERICAN BUILDER 
CIRCULATION 


Has consistently through the 
years led in the total number and 
high quality of its paid circula- 
tion in the field of residential, 
commercial and farm building. 


Contractors ond Builders, 


all classes 55,293 

Architects and Engineers 1,746 

Lumber and Material 

Dealers, Jobbers 13,235 

Real Estate—Finonce, 

Insurance 2,701 

Commercial and Industrial 

Organizations 2,236 

All Others 9,970 
TOTAL 85,181 


Note: AMERICAN BUILDER circula- 
tion 97.7 % in United States; 2% in 
Canada; 0.3% Foreign. (Based on 
June 30, 1950 A.B.C. statement.) 


For substantiating data 
and pertinent information see 
AMERICAN BUILDER’S 4-page 
announcement in Section 19 

of the current issue of 

Standard Rate and Data. 


AMERICAN ; 
BUILDER 
A SIMMONS-BOARDMAN PUBLICATION 


79 West Monree Street, Chicago 3, Ill. ® 


30 Church Street, New York 7, N.Y 


five years and at the same time in- 
vest $200 billion—or $40 billion a 
year—in the security of a strong 
defense.” 

This is not a prediction, Mr. 
Johnson said, but an analysis of 
a real opportunity which needs 


only take advantage of the proven 
productive ability of World War 
II. 


ws To reach a level of over $350 
billion of production by 1955 seems 
well within the possible growth in 
productivity from present levels, 
he said. But this “level of produc- 
tion and its accompanying increase 
in purchasing power, while entire- 
ly possible of attainment, will 
remain only a dream unless the 
demand is created for the goods 


and services we can produce. 
“This demand cannot be legis- 
lated or created by government 
deficits—it must come voluntarily 
through a change in the standard 
of living as a result of education 
and the creation of new desires 
through advertising and selling. 


ws “Increasing the share of the sell- 
ing effort directed to influencing 
the consumer through advertising 
could be an essential part of in- 
creasing efficiency of selling and 


Advertising Age, November 20, 1959 


marketing in an expanding econ. 
omy.” 

Mr. Johnson listed some factors 
that point to increased markets 
within the next five years. Among 
these are: increased population 
of about 20,000,000 in the last 
decade; a continuingly high birth 
rate; significant changes in age 
distribution of the total popula- 
tion, with the largest increase be. 
ing among those now still under 
five years old; the fact that our 
population is now more a family 
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Oconomowoc Agencyman Finally Finds TV 
Show Which Smaller Sponsors Can Afford 


Oconomowoc, Wis., Nov. 16— 
An agencyman here, long beset 
with the difficulty of finding rea- 
sonably priced TV shows for small 
advertisers, reports that he has 
finally found one. It’s his own. 

John H. Suttner, copy chief of 
Keck-Franke Advertising Agency, 
has formed J. H. Suttner Produc- 
tions to package “Big Top,” a five- 


minute TV show starring Al Prid- 
dy, lecturer and circus man. 

The program features Priddy’s 
“tall but true” three-minute cir- 
cus thrill stories. It will be sold 
on an exclusive market basis to 
local and regional advertisers. The 
price charged will be the same as 
the Class B rate of the station on 
which it is sponsored. 


con-§ population than at any time in| Wister to Hirshon-Gartield 

‘ the past generation, and that the! Kay wWister, formerly head of 
"tors § = proportion of employed civilians her own fashion public relations 
‘kets working in non-agricultural in-| organization and prior to that exec- 
nong dustries has increased significant-| utive fashion editor of Cosmopol- 
ation ly in the past 10 years, and will) itan, has joined Hirshon-Garfield, 
last probably be still larger by 1955. New York, as account executive. 
Dirth 

= Appoints Bond & Starr Sullivan Joins Sampson 

~— Lee-Thompson-Fawcett Co., Edward T. Sullivan, formerly 
an Penn, Pa., packer of Bell-View| continuity director for Station 
nder brand foods, has named Bond &| WCOP, Boston, has joined Arthur 
our Starr, Pittsburgh, to handle its ad- |W. Sampson Co., Boston agency, 
mily vertising. as radio and television director. 


years of inicio Shiner 
Studies averaged: 


81.0% readership 
for 1-page 4-color 


66.4% readership 


for “2-page Black and White 
51.8%, readership _ 
ss 3 a isthe itd line Black and White ads 


If you want fo attract more prospects, gain the 
affection of more customers, put this mighty 
magnet to work in your '51 schedule. Pack 
boy power in your’51 advertising with BOYS’ 
LIFE, a great selling force in the boy market, 
read by 1,800,000 boys each month. 


TROY SCOUTS OF AMERICA, 2 


HIP THAT 


aa he 


A siscites riveted to page after page of fascinating 

fact and exciting fiction . . . completely engrossed in 

his world of self-interest . . . nothing escapes the 

eager eye of the inquisitive, imaginative boy reader.’ oN 

Not when he’s deeply absorbed in the one magazine “> 

expressly edited for boys and boysialone: BOYS’ LIFE. 2 

The secret of BOYS’ LIFE’s amazing readership lies in 

its singleness of purpose, its undeviating editorial ob. 
_ jective. Here is no catering to mixed audiences, no ~’ Stat 

dilution of editorial content to please everyone. Only. =” 

100% boy-appeal material goes into BOYS’ LIFE. 

Which explains why boys devour from cover to cover 

each monthly issue of BOYS" LIFE. 


This intensity of readership carries right over to the _ 
advertising pages. 


Advertisers get much more than blank space when 
they use BOYS’ LIFE. They get an audience ready to 
learn more about their products, receptive to the many 
advantages they have to offer, responsive to the satis- 
fying qualities of the products advertised. 


THEY GET PULLING POWER. 


BOYS' tIFE p-u-l-l-e-d 15,000 requests for a booklet 
on aluminum foil. 


BOYS' LIFE 0-u-t-p-u-I-l-e-d the country’s top two cass 
magazines on bicycle ad offer. 


BOYS’ LIFE p-u-l-l-e-d 5,000 quarters for a booklet 
on electric trains. 


Magnetic readership, if we may coin a slogan. _ 


= Life 


PARK AVENUE, NEW YORK 16, N. Y. 


1 ERO 


17 


“This means,” Mr. Suttner says, 
“that the entire cost of sponsoring 
one ‘Big Top’ program, including 
station time, will be only slightly 
higher than the cost of two one- 
minute spots. Most of all, the show 
offers merchandising possibilities 
limited only by the _ sponsor’s 
imagination. Booklets of Priddy’s 
stories will be available as premi- 
ums.” 


Appoints West-Marquis 


J. W. Robinson Co., Los Angeles, 
a appointed West- -Marquis Inc., 
geles, to handle advertis- 
—_ for its three retail department 
stores in Los Angeles, Beverly 
Hills and Palm Springs. Radio, 
television, outdoor and magazines 
will be used. Abbott Kimball Co. of 
California formerly serviced the 
account. 


Day Joins Albert Frank 


Robert W. Day, formerly radio- 
TV director of Lynn Baker Inc. 
and John Hancock Mutual Life 
Insurance Co., has joined Albert 
Frank-Guenther Law, New York, 
in a similar capacity. 


THE SOUTH’S 


HOME MAGAZINE 


EDITED FOR THE SOUTH 
AND ONLY THE SOUTH... 


TAKING YOUR 
ADVERTISING MESSAGE TO 


900,000 


above-average 
Southern homes 


df —the 
South’s best-loved maga- 
zine, now the South's 
best-looking magazine 
with a new plate size of 
7” x 10-3/16” — new for- 
mat — new type faces — 
new, top-quality paper 
stock — new, far better 
color reproduction — 
new editorial zest! 


USE 7 10 
SELL THE SOUTH... 
BECAUSE THE SOUTH 


1S SOLD ON... 
HOLLAND’S! 


THE MAGAZINE OF THE SOUTH 
DALLAS, TEXAS ; 
Offices in Chicago, New York, Atlante, Nashville 


Simpson-Reilly, Ltd., on the West Coast 
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The Eye and Ear Department 


A very welcome arrival among the new fall television pro- 
grams is Procter & Gamble’s “Musical Comedy Time”—NBC- 
TV, Monday nights. Scheduled for production are many old 
musical comedy favorites which should warm the hearts of 
many viewers as well along in years as your correspondent. 
These will be presented on alternate weeks, with Robert Mont- 
gomery and Lucky Strike taking over in between. 

First of the productions was “Anything Goes”—with such de- 
lightful Cole Porter tunes 
as the title song, “I Get a 
Kick Out of You,” “Blow, 
Gabriel, Blow” and “All 
Through the Night.” The 
condensation, to meet TV 
time requirements, was 
well done—but the cast- 
ing could have been im- 
proved considerably. As 
those with fairly long 
memories may recall, 
“Anything Goes” original- 
ly appeared with Ethel 
Merman, William Gaxton 
and Victor Moore in the 
star roles. On TV, Martha 
Raye was substituted for 
Ethel Merman, did a 
valiant job, but proved 
beyond doubt that musical comedy needs musical comedy talent, 
not movie talent. With Victor Moore available, it is hard to 
understand why Billy Lynn was put in the role of Public Enemy 
13. 

Aside from inferior casting, “Musical Comedy Time” has 
much to recommend it, however. It brings real theater to TV, 
with well constructed plotting, comedy situations that are bright 
and unique, and tunes that have become classical in their par- 
ticular genre. The dance and choral numbers have to be 
“bunched” to suit the limitations of the viewing screen, but 
they have been very expertly “bunched,” and one does not miss 
the expansive freedom of a Broadway stage. 

Tide and Camay were plugged on the first show, with Tide 
getting the usual treatment. Camay, however, was given a girl- 
in-the-bathtub treatment—with a rather delectable babe 
smoothing a cake of soap over her entire integument as if it 
were Clark Gable. (Not the integument—the soap.) Almost ] 
blew the tube in this reviewer’s set. 

Compared with the production, the commercial treatment was 
weak. But if P&G continues to bring back some of the great 
musical comedies of the past—with adequate casts—the public 
good will engendered should be sufficient to sell soap without 


John Conte listens, Martha Raye gives out 


with a tune in “Anything Goes,” first pro- 
duction in P&G’s “Musical Comedy Time” 
on NBC-TV. 


ae siaiiiliberers know they can never be oversold 
pega itede relations. 7 know that if you want 


Especially in times like these, retailers are hungry for infor- — 
mation and guidance from their ‘resources. The manu- _ 
facturer who does a helpful trade relations job now, is build. | oes 

— ‘ng healthy and profitable trade relations for the future... 
when retailers may be harder to sell. 


i only nema that home lrsichings slide in their 
need for the latest word on trade news and developments, 
d rely heavily on their industry's only daily newspaper. 


And it’s just as natural that advertisers, answering that need, 
should bank just as heavily on RETAILING: Dax to esac: : 
their messages fast, far and frequently. 


‘hat’s the reason RETAILING’s third quarter linage topped , 
any a 


Fairchild Publication * 7 East 12th St., New York 3, N.Y. 


AMERICA’S NO. 1 HOME. FURNISHINGS BUSINESS PAPER, coverings 


FURNITURE & BEDDING . CURTAINS & DRAPERIES . FLOOR COVERINGS © + CHINA&GLASS . GIFTS & DECORATIVE ACCESSORIES 
UPHOLSTERY FABRICS . LAMPS & LIGHTING . HOUSEWARES . MAJOR APPLIANCES . RADIOS. PHONOGRAPHS, RECORDS . TELEVISION 


commercials. 


Plant, Equipment 
Expenditures Will 
Hit Record: “BW’ 


New York, Nov. 13—A new high 
in expenditures for new plant and 
equipment will be reached in 1951 
by American industry, according 
to the findings of a survey by 
Business Week. 

The magazine says that the latest 
check-up made by the economics 
department of McGraw-Hill Pub- 
lishing Co. shows plant expansion 
is greater this year than antici- 
pated, and that plans for next year 
call for expenditures totaling $15.6 
billion, or about 5% more than 
1948’s all-time record. 

“Since April,” the magazine says, 
“business spending has risen faster 
than ever before. It is running at 
a higher peak than in 1948. And 
business men have every intention 
of continuing this same rate of ex- 
penditure right through 1951. The 
total expenditure in 1950, despite 
a low start, will come within $100,- 
000,000 or so of 1949.” 

Discussing the validity of the 
survey findings, the magazine says 
past experience with such surveys 
indicates that it is an accurate 
measure of business men’s inten- 
tions. Unless material shortages 
prevent them, the magazine be- 
lieves, business men will spend 
more next year than they now 
think they will. 


es The overwhelming proportion 
of the capital spending now under 
way, and a great majority of the 
spending now planned for next 
year, Business Week says, is mo- 
tivated by a straightforward ex- 
pectation of better civilian busi- 
ness. 


The second force making for in- 
dustrial expansion, it points out, 
is military needs. Present capital- 
spending plans, it is found, do not 
allow for any major volume of 
munitions production. Half the 
producers queried by the survey 
say they will have to expand still 
more if they get substantial de- 
fense orders. Two-thirds of the 
producers in the industries where 
most munitions work goes say they 
would have to expand. 

A third force favoring industrial 
expansion, the magazine says, is 
the federal government’s desire to 
expand industrial capacity as 
rapidly as possible over the next 
four or five years so that in the 
event of an all-out war the coun- 
try will be able’ to supply the 
-armed forces and at the same time 
maintain a high standard of living 
for the civilian population. 


Regina Maps Christmas Drive 


Christmas ads are being used 
by the Regina Corp., Rahway, 
N. J., in Life, Dec. 4, and the De- 
cember issues of Better Homes & 
Gardens and Good Housekeeping 
to feature its Regina twin-brush 
polisher and scrubber. Williams & 
Saylor, New York, is the agency. 


Milprint Shifts Executives 


William Heller Sr., president of 
Milprint Inc., Milwaukee, has been 
made chairman of the board. Ro- 
land N. Ewens, executive vice- 
president, has been named presi- 
dent and treasurer. Arthur Snap- 
per, secretary, has been appointed 
executive vice-president. 


Stone Named Ad Manager 


Melville E. Stone, formerly 
sales promotion manager, has been 
appointed advertising manager of 
Pan American World Airways, 
New York. 
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Streibert Says 
TV Stations Are 
Close to Profits 


New YorK, Nov. 17—This sea- 
son will be remembered as the 
time when the television broad- 
casting industry, which has been 
operating at a loss because of its 
heavy investment, will begin to 
see what profits look like, ac- 
cording to Theodore C. Streibert, 
chairman of the board of Mutual 
Broadcasting System and president 
of WOR (AM, FM, TV). 

“There are very few television 
stations which will not have one 
or two profitable months this 
winter. And many will probably 
do much better than that,” he told 
the Advertising Women of New 
York. 

“It looks as though television 
might be more profitable than 
radio ever was,” he continued. 
This fact seems to be emerging, 
he said, despite the high cost of 
the new medium, which appar- 
ently is delivering sufficient re- 
turns to more than pay off. 


s Characterizing TV competition 
as “good for radio,” which will 
now have to re-examine itself, 
the broadcasting executive added: 

“Radio in the future will have 
to work for its circulation, dig out 
new ideas and, one of these days, 
actually go out and look for new 
talent and writers.” The latter, he 
said, will be a wholly new exper- 
ience for many broadcasters. 

As an example of the sort of 
soul-searching radio can do, Mr. 
Streibert described a recent proj- 
ect of WOR’s commentator, Bar- 
bara Welles. Miss Welles asked 
her listeners to write in their criti- 
cisms of radio; as an inducement 
she promised to confront a couple 
of WOR executives with the prob- 
lems during her program. 


# Some of the principal gripes 
voiced by the listeners (Mr. Strei- 
bert indicated he didn’t have all 
the answers, but thought the di- 
lemmas well worth passing on): 

1. Having to get up several times 
during a broadcast to turn down 
the volume when loud musical 
bridges come on and then get up 
again to turn up the volume when 
the actors start emoting in low 


we. READ... 
wei. LIKED... 
weit CIRCULATED 


Respected and read 
by soldiers and airmen 
the world over. 


Army Times & 
Air Force Times 


2-Market Coverage 
—I Low Cost 
DOMESTIC (U. S$.) EDITIONS 
EUROPEAN EDITIONS 
PACIFIC EDITIONS 


Write for Free 34-page Market Book 
ADVERTISING OFFICES: 


NEW YORK—41 E. 42nd St.—MU 7-5552 
CH!ICAGO—203 N. Wabash Avenue 
WASHINGTON, D. C.—3132 M Street N.W. 


PHILA.—R. W. McCarney—MA 7-0887 
PACIFIC COAST—Geo. D. Close, Inc. 
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voices. 


ules and finding every station of- 
fering news, mysteries, etc., at the 
same time, when they prefer to 
have a choice in program type. 

3. Loud-voiced commercials. 

4. Middle commercials. Mr. 
Streibert commented: “Many peo- 
ple complain that the middle com- 
mercial breaks the mood of the 
entertainment. In the next four or 
five years we in radio may find 
that we can’t afford to break the 
mood. We may find that we have 
broken the mood over into tele- 
vision or newspapers.” 


a 5. Why not have women an- 
nouncers, particularly for certain 


types of products? 
6. Explosions, whistles, loud 


: |noises and scatterbrained jingles 
2. Looking at the program sched- | which irritate rather than sell. Mr. 


Streibert’s comment: “They should 
hear the ones we don’t approve.” 

7. Commentators who do their 
own commercials. 

8. Duplication of guests on inter- 
view shows. 

WOR-TV will soon go to its 
viewers to find out what they want 
from radio, he revealed. They will 
be asked such questions as: (a) 
what do you depend on radio for?; 
(b) what programs do you listen 
to?; (c) how often do you listen?; 
(d) what would you like to have 
more of in the way of radio fare?; 
(e) what do you think should be 
added? 


ws Combining the information re- 


ceived in letters with personal in- 


terviews, the station hopes the re- 
sults of this study will be conclu- 
sive enough for release generally 
for use as a guide for the indus- 
try. 

Also speaking to the women’s 
group, Commissioner Frieda B. 
Hennock upbraided radio and TV 
for directing its “appeal to the 
lowest common denominator in 
taste and intelligence.” She out- 
lined possibilities which television 
offers as an aid to education. 


Appoints Williams & Saylor 

Neumade Products, film equip- 
ment manufacturer, has appointed 
Williams & Saylor, New York, to 
handle its advertising. Consumer 
magazines, trade publications and 
direct mail will be used. Philip 
Ritter Co. previously handled the 
account. 


Umland Names Ted Slade 


Ted Slade, formerly with Na- 
tional Broadcasting Co. in New 
York, has been named an account 
executive of Umland & Co., San 
Francisco agency. 


Sebastian Resigns Ad Post 


John Sebastian II has resigned 
as advertising manager of Wesix 
Electric Heater Co. San Fran- 
cisco. His successor has not been 
named as yet. 


Sick of Bum Art, high prices? 


,5pread 4000 new, top-quality spots, 
covering every need, before you and 
pay only $1.00 for those you use. 
Easy to use; limited to recognized 
c Aagencies, editors &Ad Mgrs. 
Wrire today for free brochure. 


STIVERS sTUDIO 


* San Francisco 19, California 
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»s YOU cant cover California’s Bonanza Beeline 
without on-the-spot radio 


a emma 
KFBK 


Sacramento (ABC) - 
50,000 watts 1530 ke. 


5000 watts, 


SACRAMENTO, CALIFORNIA @ 


Covering a market—like fighting a fire—calls for adequate 
equipment. Especially if it’s the big Beeline market—all 
of inland California plus western Nevada—with more 
people and higher total retail sales than Philadelphia.* 

For that job you must have on-the-spot stations .. . 
the five BEELINE stations. Because Beeline people are 
independent inlanders who naturally prefer their own 
stations to outside stations. . 

Use all five BEELINE stations to blanket the entire 
8-billion-dollar market. Individually, each covers a major 
Beeline trading area. No line costs or clearance problems. 
Combination rates. 


Here’s what you should know about 
KWG and STOCKTON 


Oldest and best-known station in Stockton — the trading cen- 
ter for nation’s 4th wealthiest farm county. BMB home-city 


weekly audience totals 69% daytime, 67% at night. 
69,000 radio families in 2-county radius —an area 


Serves 
where 


population has increased 46.9% since 1940! 


McClatchy Broadcasting Company 


PAUL H. RAYMER CO., National Representative 


KOH KERN KWG KMJ 
Reno (NBC) Bakersfield (CBS) Stockton (ABC) Fresno (NBC) 
; 1000 watts, night 1000 watts 1410 ke. 250 watts 1230 ke. 5000 watts 580 ke. 
ke. ad 4 fe ae 
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This is 


the Account Executive who 
strengthened his hold on the Agency’s 
best account. He introduced his 
client to the 1,000,000* MEN who 
read and own The Elks Magazine. 


YOU'LL SELL IT... 
1F YOU TELL IT IN 


New York + Chicago + Detroit 
Los Angeles + Seattle 


*Dec. 1949 ABC statement — 
928,010 circulation —a substantial 
bonus over guaranteed 850,000 

on which current rates are based. 


Four-Point Program 
to Increase Sales 
of Pears Adopted 


YAKIMA, WASH., Nov. 15—A 
four-point program for promotion 
of canned Bartlett pears has been 
adopted by the Washington State 
Fruit Commission. 

Main points call for: (1) inten- 
sification of selling canned pears 
to restaurants and institutions via 
advertising in trade papers; (2) 
nationwide publicity on the use of 
canned pears, presenting recipes 
for newspaper and magazine edi- 
tors; (3) selection of several mid- 
western and eastern cities for 
intensive consumer advertising, 
similar to that carried out last 
spring in Boston for canned purple 


‘| plums; and (4) further research on 
the market for a pear puree for. 


fountain use in milk shakes. 

One factor back of the new pear 
campaign is the increase in retail 
prices, up substantially over a 
year ago, because the short crop 
brought a three-fold increase in 
canners’ costs for fruit. Other pro- 
duction costs are up, too. 

Pacific National Advertising 
Agency, Seattle, handles the ac- 
count. 


Joins Agency as Copywriter 
Bill Wheeler, most recently with 

Graves & Associates, has joined 

Campbell-Mithun, Minneapolis, as 

a copywriter and not as an account 

gar as was reported by AA 
ov. 


Joins Griswold-Eshleman 


James W. Rennels Jr., formerly 
associate account executive of Ful- 
ler & Smith & Ross, has been 
named assistant account executive 
od - paneer econ Co., Cleve- 
and. 


WEN FPMTING sess «sas 


Advertising Age, November 20, 1959 


Lewis Allen Weiss, who resigned as board chairman of the Don 
Lee Broadcasting System, will take an extended vacation before 
screening the offers now open to him. He and his wife hope to tour 
Europe next summer and visit their daughter Pat, who lives in 
Berne, Switzerland, where her husband, John A. Armitage, a State 
Department diplomat, is stationed. . . 

It’s going to be a lively holiday season for Melvin Brorby, v.p. of 
Needham, Louis & Brorby, Chicago. In addition to the usual Christ- 
mas preparations, he will have a father-of-the-groom role to play 
at the Dec. 21 wedding of his son Harry. The bride-to-be is Nancy 
Hardin of Germantown, Pa... 


ANNIVERSARY—Preston Roberts, center, vice-president and Detroit manager of 
O’Mara & Ormsbee, receives a gift of luggage at a luncheon celebrating his 30th 
year with the newspaper representative. Shaking hands with him is L. H. Brownholtz 
of O&O0's New York office, and gathered around are O’Mara & Ormsbee men and 
the national advertising managers of newspapers represented by the company. 


Arthur P. Bondurant, v.p. and ad director of Glenmore Distiller- 
ies, Louisville, is the new president of the Louisville chapter of the 
Washington and Lee University Alumni Assn. He was in the class 
of 1928 at W&L. .. Walter H. Annenberg, editor and publisher of the 
Philadelphia Inquirer, reported Nov. 7 for training duty as a lieu- 
tenant commander in the Naval Reserve. . . 

Edward T. Gardner, president and co-founder of Gardner Board 
& Carton Co. (Middletown and Lockland, O.), made his employes 
happy Nov. 10 by distributing $50 checks in commemoration of the 
company’s 50th anniversary. Each of the 2,000 on the payroll 
benefited, including pensioners and those on leave for military serv- 
ice... 

It was the employes who took things in hand at Pavelle Color 
Inc., New York. To mark the company’s 5th anniversary they 
engineered a dinner-dance Nov. 3, during which they gave Leo S. 
Pavelle, president, a plaque reading: “To a Nice Guy.”.. 


Manz has every required facility for 


stepping in at any phase of the job... 


creative planning, art, photography, 


engraving, typesetting, printing (either 
S yPe - * g ¢ UP NORTH—DOWN SOUTH—At left are James Baxter, president of McKim Ad- 
vertising, Toronto, with E. V. Rippingville Jr., president of General Motors Diesel 
Ltd., and D. E. “Doc” Longmore, vice-president and Montreal manager of McKim. 
Their success at getting snow and blue geese shows behind them. At right are 
Warren A. Daniels, western manager of Scripps-Howard Newspapers, and Mrs. 
Daniels with the sailfish they caught in the Pacific off Acapulco in mid-October. 


Letterpress or Offset), and binding. 4 / 


No matter where you might be located, 


On election day, Arthur Pickens, program director of Walter 
Schwimmer Productions, Chicago, voted early and went home in- 
tending to take his wife Jane to the polls. There was a change in 
plans, however; the Pickens journeyed to a hospital, instead, and at 
9:45 a.m. became the proud parents of their second son, Scott Ed- 
ward... 

Robert J. Misch, v.p. of Al Paul Lefton Co., New York, is writing 
a series of articles on wine and.food. The first is in the November 
issue of Living for Young Homemakers... David Sarnoff, chairman 
of Radio Corp. of America, took over his job as chairman of the 
1951 Red Cross drive on Armistice Day... Fred Truchsess, art direc- 
tor of Benton & Bowles, is chairman of the agency’s sixth annual 
art show... Roy Bailey, radio script editor at Benton & Bowles, has 
written another play, “Skin Deep.” Angels are lined up and the 
play awaits the right performers, he says. .. Don Foote, of the same ~ T 
agency’s media department, is trading civvies for G.I.s shortly... 

Bea Adams, ad woman of the year and executive vice-president 
of Gardner Advertising Co., has written the lyrics for a song being 
used to promote the Greater St. Louis Community Chest campaign. 

Orchestra leader Gus Haenschen, another St. Louisan, wrote the 
music. . . 

Reuben B. Robertson, chairman of Champion Paper & Fibre Co., 
Hamilton, O., was named “Man of the South” in a poll conducted by 
Dixie Business. Mr. Robertson, who joined Champion in 1907, pio- 
neered the development of pulp mills throughout the South... 


it is convenient and efficient to call in a 
Manz representative for discussion. 


Though our plants 


are in Chicago, we 
maintain branch offices 


in New York City and 


Chicago 13, [linors 


in Detroit, Michigan 
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Automotive Advertising is // 
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all previous years. 


THESE GREAT NAMES of the automotive in- tising plan must include The Progressive 
dustry are placing a record-breaking volume Farmer to adequately cover farm families 
of advertising in The Progressive Farmer. of the 14 Southern states. 
For the first nine months of 1950, The You add the rural South to your market 
Progressive Farmer’s automotive adver- 


tising linage was UP 20% over the Border 
same period in 1949, which exceeded your advertising list. More Southern farm 


when you add The Progressive Farmer to 


families read more automotive advertising 


There’s a reason for this big gain. Sales and in The Progressive Farmer than in any other 
advertising executives know that any adver- publication. 


Advertising Offices: BIRMINGHAM « RALEIGH « MEMPHIS ¢ DALLAS « NEW YORK « CHICAGO 


Pacific Coast: Edward S. Townsend Co., San Francisco * Los Angeles 
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ONE Major Magazine Group 
“Speaks the Language’ of Today's 
Biggest, Richest Market 


..» THE WAGE EARNERS 


AnyonE knows you don’t get mass results when you slant your story over 
the heads of your mass market. Yet—according to the noted readership 
authority, Dr. Rudolph Flesch — 


90% OF MAGAZINE DOLLARS MISS THIS MARK! Yes—90% 
of magazine ad dollars are spent in publications that are over the heads 
of more than half the 100 million adult Americans. 

But there’s one group of long-established magazines specifically edited 
for the women of wage-earner families. That’s Truz Story Women’s 
Group! It knows their tastes. Has their confidence. Gets mass sales results 
from America’s biggest, richest market! : 
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1,500,000 
1,400,000. 
1,300,000. 


Ze\| {1,200,000 
| [1,100,000 


1,000,000 


900,000 


800,000 


700,000 


*Estimated 1950 Total: 1,426,000. 


Every Advertisement in 


Automotive News 


Gets a Position Break! 


Today AUTOMOTIVE NEWS is giv- 
ing its readers more to read than 
ever before. Lots of news, lots of 
pictures, and readability all the 
way through. 


Advertisers find the make-up of 
AUTOMOTIVE NEWS is made-to- 
order for good readership ratings: 


e The big pages mean that every 
advertisement is near editorial 
matter. 


e The fresh news, on every page, 
means advertisements are seen 
from cover to cover. 


Your advertisement is assured of 
a “Position Break.” It’s assured, 
too, of an audience with the Deci- 


sion Men, over 39,000 of them, in 
the car factories and dealerships. 
They renew their $8 yearly sub- 
scriptions at a rate of 83.7% ... 
highest in the industry. 


RESERVE SPACE NOW 


PENOBSCOT BUILDING 


DETROIT 26, MICHIGAN 


ADVERTISING OFFICES: 


NEW YORK CHICAGO 
Edward Kruspek J. Goldstein 
51 E. 42nd St. 340 N. Michigen 

Murray Hill 7-687! State 2-6273 


DETROIT LOS ANGELES 
Dick Webber R. H. Deibier 
Penobscot Bidg. 2506 W. 8th St. 
WO. 3-0495 Dunkirk 3-0303 


* 


Advertising Age, November 20, 1950 


WaAsHINGTON, Nov. 13—Depart- 
ment store sales gains in south- 
western and West Coast states 
balanced losses along the entire 
Eastern Seaboard during the week 
ended Nov. 4. Total sales were 
equal to the dollar volume for the 
same week last year, but about 2% 
lower than in the corresponding 
week of 1948. 

For the next two months, de- 
partment store sales figures re- 
ported by the Federal Reserve 


DEPARTMENT STORE 
+ SALES INDEX - 


1935-39 EQUALS 100 


Week to Nov. 4, ’50*..p 315 
Week to Nov. 5, ’49*....315 
Week to Nov. 6, ’48*....320° 
Week to Oct. 28, '50*....314 
Week to Oct. 29, ’49*....298 
Week to Oct. 30, ’48*....319 


PPreliminary. 
*Not adjusted seasonally. 
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Board should be a fairly accurate 
indicator of business activity. 

In the past years, sales during 
the holiday season have been close- 
ly parallel from one year to 
another. In general, gains or losses 
on year-to-year comparisons have 
been steady, permitting relatively 
aceurate evaluations of the 
strength of retail buying. 

For the first seven months this 
year, sales were up 5%. They were 
up 12% in September. In October, 
gains ranged from 3% to 12% each 
week. 

For the week ended Nov. 4, 
largest city gains were those of 
Seattle (up 19%), Oakland (15%), 
Minneapolis (14%) and _ Los 
Angeles (13%). Losses of 11% 
were reported in New York, Phila- 
delphia and St. Louis, and Wash- 
ington sales were down 13%. 

% Change from ’49 


Federal Reserve Oct. Oct. Nov. 
28 


District and City 21 4 
UNITED STATES ............. 3 5 0 
Boston District .. ° 1 10— 
New Haven 9 0 1 
Boston. ............ 0 9 —6 
Springfield ‘ 3 ll —6 
PFOVIGENCE  cnccccsocosscsceseee 1 17 —3 
New York District 3 4 —8 
Newark ........... 0 r7 —7 
Buffalo ...... 6 r3 5 
New York 3 4 —11 
Rochester . 5§ —6 —5 
IID cctscscitnsineemiocnnicetes 12 4 —10 
Philadelphia District .... 9 9 —# 
Philadelphia ........... 6 7 —11 
Cleveland District 15 il 4 
MED sesstccitinduisciinees 13 10 7 
TINNED cornpsecstnnesnsoseniers 0 3 5 
ER 17 10 2 
Columbus . —10 2 0 
Toledo cose: 25 17 7 
BR iaetaptttbenececcseeccecsensensore 27 17 6 


Federal Reserve Figures on Department Store Sales 


Pittsburgh ..............cccccc0 
Richmond District 
Washington ..... 
Baltimore ..... 
Atlanta Distri 
Birmingham 
Gee 


| 
=a 
L 


7 

6 
Chicago Dis ° 2 
Chicago ......... —3 
Indianapolis  ................ 5 
Detroit ........... 7 
Milwaukee ......... 
St. Louis District 
Little Rock ........ 
St. Louis ........ —7 
ED critisiinendinndion 14 
a —ill 
Minneapolis District 


Denver 


9; 
tT ee 
shobobiethbsabbsdcdilice.osh 


San Antonio ........cc00 
San Francisco District .. 
Los Angeles Are: - 
Oakland ........ 
San Francisco 


Salt Lake City ....... ~ 
EE 


rRevised. 
*Data not available. 


Appoints Harry Mishkin 


Western Family, Hollywood, Cal., 
has appointed Harry Mishkin as 
national representative for its mail 
order section, Shopping Showcase. 
Mr. Mishkin, with headquarters at 
the publication’s main office in 
Hollywood, will continue to rep- 
resent Southern Farmer, Mont- 
gomery, Ala., in the 11 wes‘ern 
states. Western Family will in- 
crease its circulation, effective with 
the March 8, 1951, issue, from 625,- 
000 to 725,000. 


No 
w 


Canterbury Names Jorgensen 


Hans H. E. Jorgensen has been 
named western advertising man- 
ager of the Canterbury Press, Chi- 
cago, publisher of six export trade 
publications—Bebidas, Beverages, 
Radio y Articulos Electricos, La 
Tienda, La Farmacia Moderna 
and Elaboraciones y Envases. Mr. 
Jorgensen was formerly creative 
account executive of Transvaal 
Advertising Contractors Ltd., Jo- 
hannesburg, South Africa. 


American Can Promotes Three 
E. K. Walsh, former manager of 
sales for the Atlantic division of 
American Cau Co., New York, has 
been named assistant general sales 
manager of the company. B. R. 
Wood, formerly assistant sales 
manager for the Atlantic division, 
has been named to succeed Mr. 
Walsh. G. P. Henschel, formerly a 
sales division manager, has been 
named to succeed Mr. Wood. 


DAY and NIGHT 


ZINC 


Agency 


COPPER. 
Senwice : 


712 FEDERAL ST., CHICAGO © WAbash 2-8816 
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IN THE FIRST 10 MONTHS OF 1950 THE 


OF ALL THE 
RETAIL FOOD 4 ADVERTISING | 


APPEARING IN CHICAGO DAILY NEWSPAPERS 


CHICAGO DAILY NEWS 


Published 
1,572,516 
OR 


48.4/, 


LINES 


RETAIL GROCERY ADVERTISING’ PLACED IN 
CHICAGO DAILY NEWSPAPERS DURING THE 


*Liquor Linage Omitted 


FIRST 10 MONTHS OF 1950 
28.1% TRIBUNE . | 
HERALD- ] SUN-TIMES 
—e 14.4% i | 943. 
a 


Source: Media Records 


CHICAGO DAILY NEWS 


For 75 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT, Publisher 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


* NEW YORK OFFICE: 9 Rockefeller Plaza * LOS ANGELES OFFICE: Story, Brooks & Finley Inc., 624 Guaranty Bldg. 
* DETROIT OFFICE: Free Press Building * MIAMI OFFICE: Horace E. Loomis & Sons, 1524 N. E. Second Ave. 
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Philco Ups Riband, Courtney 

Herbert N. Riband, with Philco 
Corp. for 14 years, has been ap- 
pointed general manager of the ac- 
cessory division. Clare Courtney, 
district sales representative, re- 
places Mr. Riband as sales man- 
ager of the division. 


Bousquet Joins Biow Co. 


Robert E. Bousquet, formerly 
advertising manager for Lever 
Bros. Co., has joined the Biow Co., 
New York, as an account executive 
= Se agency’s Procter & Gamble 
unit. 


$2,000,000 in Hadacol Orders in One Day 
Lead Sen. LeBlanc to Biggest Plans Ever 


LAFAYETTE, La., Nov. 16—That 
Christmas party Senator Dudley 
LeBlanc plans in movie houses in 
the South and Southwest Dec. 23 
already has paid off. 

The party will be held in more 
than 500 theaters—100 fewer than 
Hadacol’s maker announced last 
week (AA, Nov. 13)—and admis- 
sion to this “world’s greatest 
Christmas party” will be one Had- 


Americas 


- FOREMOST 


TOY TRADE 


Magatine 


Only ABC Toy Paper 
Oldest in Field 
Leads in Lineage 


| Write for New Market 
| Data Folder 

| McCREADY PUBLISHING 
71 W. 23rd N.Y. 10 


acol boxtop per person. Hopalong 
Cassidy and cartoon films, gifts 
from Santa, and local radio star 
appearances are on the program. 

Sunday night Sen. LeBlanc gave 
his showmanship in advertising an 
acid test. He sent 125-word night 
letters explaining his plans to 
3,900 Hadacol wholesalers and 
chain stores. He suggested that 
they wire orders for their mini- 
mum needs for the Christmas pro- 
motion. 


« “Now we will see what our 
customers think of show business,” 
he said. 

The gratifying answer came in 
Monday, from 8 a.m. when the 
Western Union wire at his plant 
began humming until past mid- 
night when it had caught up with 
2,000 wired orders for the vitamin 
and mineral formula. Almost 
$2,000,000 in orders were received. 

As a result, the Louisiana state 


senator has decided to triple his 
1951 appropriation for live talent 
and motion picture promotion. He 
said yesterday he will lease an en- 
tire railroad train for another good 
will caravan next year and plans 
to make the 1951 excursion last 
five weeks—against 15 days for the 
tour on which he spent $250,000 
last August. There will be more 
big-name stars than before. 

LeBlanc Corp. also announced 
this week that it has signed Jimmy 
Durante, Ernest Tubb and Minnie 
Parl for radio shows and personal 
appearances in Cleveland Nov. 30 
and Detroit Dec. 1. 

Paramount Advertising Agency 
here handles the account. 


Northeastern Names Coons 


Quentin L. Coons has _ been 
named assistant professor of ad- 
vertising in the College of Busi- 
ness Administration at Northeast- 
ern University, Boston. For 17 
years Mr. Coons was an advertis- 
ing executive at Lever Bros. Co. 
and for three years sales and ad- 
vertising manager of Dy-Dee Serv- 


ice Inc., Boston. 


Johnson Publishing Co 


mpany, Inc. 


PUBLISHERS OF EBONY * NEGRO DIGEST - TAN CONFESSIONS 
1820 S. MICHIGAN AVE., CHICAGO - 55 W. 42nd ST., NEW YORK - 427 W. Sth ST., LOS ANGELES 


Advertising Age, November 20, 19509 


Advertising Profits 
from U. S. Savings 
Bond Sales: Harris 


ATLANTA, Nov. 13—“The adver- 
tising industry is feathering its 
own nest in promoting the sale 
of savings bonds,” Elihu Harris, 
director of advertising, Treasury 
Department, told the Advertising 
Club here today. 

Describing the bond program as 
“advertising’s advertising,” he de- 
clared “advertising’s effectiveness 
is measured by savings bond sales.” 

In this respect, he said, “ad- 
vertising has confounded the econ- 
omic experts. 

“They told us savings bond sales 
would shrink, and redemptions 
would wipe out our wartime hold- 
ings. 

“We made them wrong. Our fel- 
low Americans hold $50 billion 
in savings bonds today, of which 
$34% billion are in the small 
Series E bonds. 

“In Series E alone there are bil- 
lions more outstanding now than 
at the wartime peak.” 


e Mr. Harris said the bond pro- 
gram is one way that advertising 
men individually, and as a group, 
can enlist in the home front effort. 

“In addition,” he said, “to link 
the battle of the great truth against 
the big lie, in the battlefields of 
the mind, it would seem logical 
that we in advertising should be 
both the air force and the artillery 
—we should do the strategic bomb- 
ing, the advance thinking.” 

He suggested that ad clubs all 
over the country help “communi- 
cate the truth” by organizing cur- 
rent problem institutes, seminars 
and discussion groups. 


s “How many advertising agencies 
throughout the country have held 
sales and training clinics on econ- 
omic problems with their staffs 
prior to preparing free enterprise 
campaign ads?” he asked. 

“We should use all the tech- 
niques which we employ in train- 
ing our own sales organization to 
keep our own ears to the ground to 
learn what the current problems 
are and possible solutions to them.” 


Sales Executives to Meet 
in Toronto, Nov. 27-28 


Meeting for the first time in 
Canada, the National Sales Execu- 
tives will convene at the Royal 
York Hotel, Toronto, Nov. 27-28. 

More than 200 representatives 
from all the states and Mexico will 
be present in addition to Canadian 
delegations, according to Robert 
A. Whitney, president of the Na- 
tional Sales Executives. A. G. S. 
Griffen, general secretary of the 
Dollar-Sterling Exchange Board, 
and Milton F. Gregg, Minister of 
Labor, have already accepted in- 
vitations to speak. 


Reynolds Appointed A. M. 


’ Dunbar S. Reynolds, in the ad- 
vertising department of Remington 
Arms Co., Bridgeport, Conn., has 
been appointed advertising man- 
ager, reporting to Gail Evans, 
manager of the advertising and 
shooting promotion division. Mr. 
Reynolds succeeds Jack D. Mit- 
chell, who has been named mana- 
ger of the Chicago sales district 
for Remington. Mr. Mitchell re- 
places his father, Clyde C. Mitchell, 
who is retiring under the com- 
pany’s pension and retirement 
plan. 


Kluckhohn Joins Allied PR 


Frank L. Kluckhohn, formerly © 


with IBM World Trade Corp., and 
prior to that on the Washington 


staff of the New York Times, has © 


joined Allied Public Relations As- 
sociates, New York and Washing- 
ton, as a special executive. 


Wank & Wank Names Knox 
Dick Knox, formerly with Tide 
Water Associated Oil Co., has 
been appointed production man- 
ager of Wank & Wank, San Fran- 


cisco agency. 
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RE EEA Westinghouse Names Two Ajax Names Tilds & Cantz 
a sects ea eege es John J. Dawson has been named| Ajax Hardware Corp., Los 
@ My " _| manager of the lamp sales division | Angeles, has named Tilds & Cantz 


of Canadian Westinghouse Co.,| Advertising, Hollywood, Cal., to 

Hamilton, Ont. He has been with | direct the national promotion of its MELVIN properly planned 
the company since 1928. A. H.| hardware and houseware items. ? blici 
Sievert, with the company since| Consumer and trade publications 

1935, has been made manager of| will be used. EWELL 


yer~ 

its the electronic tube sales division. anita e 
sale ppoints Dave Melton 
rris, Hovey Joins Buckley Dave Melton, formerly commer- 
ury J. Allan Hovey has joined the|cial manager of KOEL, Oelwein, CTOR, Inc. HOLLYWOOD PLAZA HOTEL 
sing copy department of the Earle A.|Ia., has been named commercial HOLLYWOOD 28, CALIF. 

—~ Organization, Philadel- areal of Station KWBG, moped Gladstone 1131 Teletype L.A. 710 
1 as phia. : a. 
de- 
1€ss 
es,” 
‘ad- 
‘on- 
ales : - 
ions 
ld FULL PAGE—Atwood Coffee Co. has 
—_ opened a new campaign using full 
tel pages like this in five states. 
el- 
lion O 
2 | Atwood Coffee Opens é 5 
nall | New 5-State Drive ee al 
bil- MINNEAPOLIS, Nov. 14—Atwood & 
han Coffee Co. has broken a new cam- 
paign in its five-state midwestern 
area with an old-fashioned en- 
ro- amelware pot as its new trade 
sing symbol. wit 
up, The “happy coffeepot” copy ran o 
ort. first, last week, in large-space ° 
‘ink newspaper ads. Only 33 words of Food Sa les in Tacoma 
inst copy appeared in these ads. Other ] 
; of advertising includes full-page col- 5 ? agge 
ical or newspaper ads, TV and radio T $ MM i] 
be spots, outdoor posters and ani- op I ion 
ery mated signs. ; 
nb- Atwood’s package has been re- "3 
designed to show the “happy . 
all coffeepot” on labels. The change- ===(J p 2 2 3 oO ove r 1 939 
ini- over is emphasized by a sales- . 
ur- men’s gimmick—neckties with the 
lars coffeepots painted on—and a spe- 
cial die-cut grocery display of a NEARLY $53 million dollars worth of food means a lot 
; coffeepot, from the spout of which k P ? : 
- extends a sensitized tape; when a of tins and cartons. Put your product solidly into this p 
eld fingernail is drawn over the tape . ae Pi 
oad the coffeepot says “Buy Atwood’s compact metropolitan market — Tacoma-Pierce County. | 
affs coffee.” Do it by utilizing the dominant coverage offered only Oo 
rise Cc li- i ‘ P 
Pm peli-Mitun fs Atweod's _ by the Tacoma News Tribune — first paper by far in 
ch- Washington's Second Market! ) 
* Henry to Nelson Equipment Pe” 
: pe _H. A. Henry, formerly advertis- - 

0 ing manager of the Daily Journal Ys oO 
-ms of Commerce, Portland, Ore., has e oe 
m. been ae sales man- 

ager of Nelson Equipment Co., . 8 
Portland. He is succeeded at the Only The News Tribune Covers Growing Tacoma 
Daily Journal of Commerce by V 

, Charles A. Couche, formerly an ac- ; 

in count executive of Butler-Emmett in the rich Tacoma market, 
cu- vertising Agency and McCann- ' 
yal Erickson and a member of the > ia Care ee 
28. staff of the Portland Oregonian. metropolitan circulation 
ves ‘ 

i hadows all other dai ‘ 

“hon Philip Carey Boosts Binger panies a : a fie €: ? € 
ert Albert E. Binger Jr. has been ap- — ee 
Na- panied industrial onies manager deliver less than half the \ 
—-s. of Philip Carey Mfg. Co., Cincin- 
the nati. He had been sales manager augue tee stan 
ard, of the built-up roofing and paint coveragel ite 
- of department. 
in- 
‘Record’ Appoints Ciccone %) *. 


John Ciccone has been appointed 
advertising director of the Daily 


ad- Record, new afternoon daily in Th Y 
ton Dunn, N. C. For the past two years e "a 
has he has been advertising manager C 


an- of WCKB, Dunn. 


News Tribune 


80,141 Circulation, A.B.C. 


Let Sawyer-Ferguson-Walker give = 
you the complete facts about Ufc, 
your Tacoma opportunity. 


ACINCH IN A PINCH 


and | —s ‘Or any other time. You always save time, 
ton ‘Money, and worry when you use the FOTO- 
has TYPE system of type preparation. Eliminates 
As- costly metal type and slow, old-fashioned type- 
ng- setting methods entirely. Anyone can use it. 

Just slide die-cut letters into self-aligning com- 

posing stick and mount on layout ready for 
: reproduction. Faster, easier, cheaper. Send for 
ide free catalog. No type used in this ad! 
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Sponsors ‘Varsity Club’ 


Foreman & Clark, Los Angeles, 
has signed to sponsor “Varsity 
Club,” aired on KNX, Los Angeles, 
from 11:15 to 11:45 p.m., each Fri- 
day night. The program features 
Tom Hanlon presenting sports 
news from more than 980 schools 
in southern California. McNeill & 
McCleery is the agency. 


Joins American Central 


Charles F. Clarke, former sales 
manager of Kitchen-Kraft prod- 
ucts of Midwest Mfg. Co., has been 
named western regional sales man- 
ager for American Kitchens, prod- 
uct of American Central division,, 
Avco Mfg. Corp., Connersville, 
Ind. He will make his headquarters 
in San Francisco. 


FTC Charges Maico 
Co. with Clayton 
Act Violations 


MINNEAPOLIs, Nov. 15—The Fed- 
eral Trade Commission has charged 
that the Maico Co., hearing aid 
manufacturer, has entered into 
exclusive dealing contracts with 
its distributors which may lessen 
competition and help Maico ob- 
tain a monopoly in the industry. 

The Clayton Act violations, the 
commission contends, arise from 
clauses in distributor contracts 
which compel Maico distributors 
to clear their inventories of com- 
petitive types of hearing aids and 


@ 43,000 BUY IT... 
@ 133,000 READ IT... 


@ 87% INFLUENCE PURCHASES... 


YOU CAN'T COVER | 
me CHURCH MARKET 


— WITHOUT J 
Christian 


£ \ 


Ee «434A SO. WABASH + CHICAGO 5, ILL. 


~ Life 


to discontinue handling other 
brands. 

Maico has the customary 20 days 
in which to file an answer to the 
commission’s complaint. A hearing 
will be held here Jan. 11, before 
Webster Ballinger, trial examiner. 

The company is expected to in- 
sist that exclusive dealing con- 
tracts are characteristic of the 
hearing aid business and that its 
actions have not lessened competi- 
tion, since the number of manu- 
facturers have tripled in the past 
ten years. 


McBee Names Petry, Finley 


J. D. Petry and R. B. Finley 
have been appointed to the newly 
created positions of customer re- 
lations manager and product ap- 
plication manager, respectively, of 
McBee Co., manufacturer of spe- 
cial accounting forms and equip- 
ment. They will make their head- 
quarter in the New Yor« office. 
Mr. Petry was formerly assistant 
manager of the New York office. 
Mr. Finley formerly assisted in the 
technical application of McBee 
products in the New York office. 


in Chicago to Discuss Program Syndicate 


Los ANGELEs, Nov. 15—A second 
meeting of TV station owners in 
major markets will be held in 
Chicago Nov. 20, to follow up the 
preliminary meeting called last 
June by Norman Chandler, pub- 
lisher of the Los Angeles Times 
and president of KTTV here, to 
discuss the possibilities of a tele- 
vision film syndicate. 

Twenty-five newspaper-owned 
stations were represented at the 
initial meeting. Although most sta- 
tions in attendance at the second 
meeting will be in the same cate- 
gory, any syndicate formed will 
not be restricted to this one type 
of ownership. 

The objective is to form a group 
that will produce television films 
for its membership, with each 
member contributing on a propor- 
tionate basis financially. Although 
Mr. Chandler is the moving spirit 
in the project, it is not anticipated 
that KTTV will be any more than 


MT 
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Scripps-Howard Newspapers 
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a member in the group. 

However, with the recent pur- 
chase by KTTV of the former Nas- 
seur motion picture lot in Holly- 
wood, the station now has exten- 
sive facilities for producing film 
programs. A substantial portion of 
films needed by the syndicate 
could be produced there, should 
the project be activated. 


e Among the subjects to be dis- 
cussed at Monday’s meeting will 
be national newsreel coverage. For 
several months, WPIX in New 
York and KTTV have been ex- 
changing newsreels on important 
events. In addition, several other 
stations in the proposed syndicate 
have been showing footage from 
KTTV’s camera correspondent in 
Korea. 

In the light of developments 
since the original meeting, there 
can be no doubt that KTTV’s in- 
terest in the syndication project 
has been intensified. At that time, 
the Times had CBS as a 49% part- 
ner in the station, and was getting 
CBS shows. The partnership still 
exists, but must be terminated 
when FCC approves OBS’ acquisi- 
tion of KTSL here (AA, Oct. 23, 
30). The way it looks now, KTSL 
by next summer will be getting 
the CBS shows now on KTTV. 


ws The Nov. 20 meeting will be 
held at the Ambassador West. 
Among those who will attend are: 
Ben Larson, WPIX, owned by 
New York Daily News; Frank 
Schreiber, WGN-TV, Chicago 
Tribune; Charles Vanda, WCAU- 
TV, Philadelphia Bulletin; J. 
Leonard Reinsch, WSB-TV, At- 
lanta Journal; Charles Thierot, 
KRON-TV, San Francisco Chron- 
icle; P. A. Sugg, WKY-TV, Daily 
Oklahoman; John Runyon and 
Clyde Rembert, KRLD-TV, Dallas 
Times-Herald; Richard Borel, 
WBNS-TV, Columbus Dispatch; 
Robert Swezey, WDSU-TV, New 
Orleans; Norman Chandler and 
Harrison Dunham, KTTV; Walter 
J. Damm, WTMJ, Milwaukee Jour- 
nal. 


Folding Box Group Opens 
Annual Carton Competition 


The Folding Paper Box Assn. 
of America, Chicago, has launched 
its annual carton competition with 
prizes for the best cartons in their 
respective fields. The competition 
is separated into five major class- 
ifications—best artistic design, 
technical superiority of printing, 
technical superiority of construc- 
tion, best example of potential new 
volume use for paperboard, and 
general superiority according to 
end use. The grand award will be 
determined by vote of the official 
representatives present at the 1951 
annual meeting and will be chosen 
from the award winners selected 
by the judges. The competition 
closes Dec. 31, 1950. 


Zippo Christmas Push Set 


Special four-color Christmas 
pages will be used by Zippo Mfg. 
Co., Bradford, Pa., to feature its 
Zippo lighters in The Saturday 
Evening Post (Dec. 2), Life (Dec. 
18), Look (Dec. 19), and the De- 
cember issues of Esquire and Holi- 
day. Geyer, Newell & Ganger, New 
York, handles the account. 


> 


\ PHGTO-E 


PAINSTAKING CRAFTSMANSHIP 
FIDELITY OF REPRODUCTION 


* PERSONALIZED SERVICE 


679 N. WELLS ST., CHICAGO 10, ILL. 


WHitehall 4 3450-1.2 


Advertising Age, November 20, 195@49 


| Newspaper-Owned TV Stations Meet Nov. 20 
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MEDIA CHIEF-NOTES LEADERSHIP IN $3-10,000-INCOME GROUP 


Lyndon 0. Brown of Dancer-Fitzgerald-Sample hears vital facts 


Web Blanchard, COMPANION representative, is presenting the facts 
of a comprehensive new magazine study to one of the top men in the 
agency business. The study was conducted for the COMPANION by a 
foremost research organization, and is based on 6,053 family inter- 
views in 136 scientifically selected cities and rural areas. 


Here are the findings: Among every thousand families reading 
each of the four women’s service magazines, the COMPANION has 
most “young marrieds” (age 21 through 35 )—most families with chil- 
dren—most children per tamily—AND most families in the $3,000 
to $10,000 income group! 


This is an amazing story of leadership—-among those with the 


need to buy and the ability to buy. It proves conclusively that the 
COMPANION should be your top choice in the women’s service field. 
And it explains why the COMPANION’S 1950 advertising volume has 
broken all 1949 records! 


Today, join the swing to the COMPANION. Other advertisers are — 
and so are thousands upon thousands of happy new readers! 


COMPANION 


AVERAGE CIRCULATION: MORE THAN 4,000,000 
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Ayer Study Indicates 60% Greater Use of 
Video in 1951 by National Advertisers 


PHILADELPHIA, Nov. 14—Product 
shortages are expected to curtail 
some activity in consumer adver- 
tising on television in 1951, but na- 
tional advertisers have indicated 
they will increase television bud- 
gets by 60% next year, Thomas 
McDermott, associate director of 
the radio and television depart- 
ment of N. W. Ayer & Son, told the 
Philadelphia chapter of the Ameri- 
can Marketing Assn. 

Quoting from a recent Ayer sur- 
vey, Mr. McDermott declared that 


not only will advertisers increase 
allocations for television, but also 
for car cards and other media. 
However, network radio will suf- 
fer as a result, he said. 

Other results of the Ayer survey 
of national advertisers indicate 
that 54% increased ad budgets in 
1950 and 35% will increase them 
in 1951, 56% will make no changes 
whatever and 40% made no 
changes in 1950 over their 1949 
budgets. 

Mr. McDermott also disclosed 


GEORGE T HOPEWELL INC. EASTERN REPRESENTATIVE 
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THE MOST DIRECT MEANS 
OF TAPPING AMERICA'S 
VAST NEGRO MARKET 


+ 101 PARK AVENUE. NEW YORK 


that 65% of the national advertis- 
ers surveyed plan no major media 
changes in the coming year, but 
35% do plan changes chiefly be- 
cause of the growth and strength 
and the impact of television. Of all 
the advertisers queried, two-fifths 
have no plans to change the 
amount of their television budgets 
but half will increase theirs. 


s Department stores, he said, have 
exhibited a great deal more in- 
terest in television “than they did 
in radio.” Consequently, television 
activity in department stores is 
very high. 

Mr. McDermott also predicted 
that the television audience by the 
end of 1951 will increase to 15,000,- 
000, with considerable growth in 
daytime television. 


To Koehl, Landis & Landan 


Air Travel Associates, Cleveland, 
representative for non-scheduled 
airlines, has appointed Koehl, 
Landis & Landan, Cleveland, as its 
agency. 
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Advertising Gets 1/3 


of Grapette 


CAMDEN, ARK., Nov. 16—In spite | 
of a bottling slump fired by strikes 
and the war scare, Grapette Co. is 
again increasing its advertising 
budget. The child wonder of the 
carbonated beverage industry will | 
concentrate heavily on climbing up 
the success ladder to top Hires, its 
next formidable foe. 

In 1949 Grapette’s sales soared 
above those of Dr. Pepper, a long- 
established soft drink, popular in 
the West. Ten years ago Fooks 
Mfg. Co., Grapette’s predecessor, 
grossed $4,500 with B. T. Fooks, 
who later formed Grapette, driving 
over dirt roads himself to deliver 
his concentrates to bottlers. 

Now, Benjamin Fooks spends 
$1,750,000 in a year—one-third of 
his gross—on advertising alone. 


Exclusive Thursday 
Pull-Out and Monday 


Food Sections! 


THE MIRROR cos sscei 


REPRESENTED BY O’MARA & ORMSBEE, INC. * NEW YORK * CHICAGO * DETROIT * SAN FRANCISCO 


IN LOS ANGELES 


ADD THE MIRROR and you can’t miss! 


National Advertisers 
Gain Real Benefits 


from THE MIRROR’s 
Cooking School and 


audiences. 


And, in THE MIRROR’s exclusive Thursday Pull-Out Food Section, 
as well as the Monday Food Section, national advertisers enjoy the full 
support of the top chain food store advertisers in Los Angeles: Von’s 
Safeway, Ralphs and Thriftimart-Fitzsimmons and Roberts—as well as 
the top home economics editorial support in this great market. 


Plan now to add THE MIRROR for the best one-two merchandising 
punch in Los Angeles—America’s Third Largest Market! 
VIRGIL PINKLEY, EDITOR AND PUBLISHER 


The Los Angeles MIRROR’s School of Southland Cookery, under the 
personal supervision of Anita Bennett, MIRROR Homemaking Editor, 
is a fine merchandising program wherein MIRROR-advertised food and 
appliance products are demonstrated and merchandised to capacity 


‘s Income 


Nine cents a case is allocated for 
advertising and is based upon the 
24¢ price of patented Grapette 
concentrate that goes into each 
30-bottle case wholesaling for $1. 
From each unit 
of concentrate— 
a unit in Grapette 
terms being six 
10-gallon con- 
tainers of syrup 
—costing the bot- 
tler $241, $88 is 
automatically de- 
ducted for adver- 
tising. 

The 1949 gross 
intake of about 
$4,500,000 repre- 
sents a 100% increase since the end 
of World War II. The current spot 
radio budget of $500,000 is more 
than Grapette spent for all forms 
of advertising four years ago. 
Originally the entire advertising 
budget went to point of sale ma- 
terial, whereas now only about 
40% of the advertising done is in 
that field, with 40% concentrated 
on radio and the rest in space 
media, a large part of which is 
outdoor. 

In 1946 three of Grapette’s out- 
door posters were among the “100 
Top Posters of the Year’”—more 
than placed by any other bottler. 
Their 1946 and 1948 car cards 
were selected among the year’s 
best. 


B. T. Fooks 


a Of the soft drinks consumed in 
America yearly, Coca-Cola is re- 
sponsible for 58%. Pepsi-Cola, in 


‘| second place, has approximately 


18% of soft drink sales to its credit. 
Down the line range root beer 
and lemon-lime drinks accounting 


»| for 7% of national soft drink sales; 


orange drinks, 6%; and grape 


~| drinks, 2%. Grapette Co. accounts 


for more sales than all other sim- 


ilarly franchised grape drinks com- 


bined. 

Formed in 1941 as a subsidiary 
to B. T. Fooks Mfg. Co., which 
dissolved in April of 7°46, The 
Grapette Co. Inc. is a closed cor- 
poration controlled by the Fooks 
family. Grapette Export Co., 
headed by R. Paul May, a veteran 
of 20 years’ business experience in 
Latin America, began extensive 
operations in 1944. 

With seven established foreign 
bottlers, seven more bottling plants 
in foreign countries under way and 
signs of development in the Far 
East, Grapette is acquiring inter- 
national recognition. A $750,000 
plant built in Buenos Aires by 
1,000 South American business 
men will cut bottling expenses and 


increase Grapette consumption. Di- 


rect trade with the United States 
is an expensive procedure in the 
bottling business involving re- 
investing of profits and transfer 
ownership of plants for maximum 
intake. 


a Of the 319 bottlers franchised 
by Grapette in its ten years of 
quick growth, over two-thirds 
were franchised in the past four 
years. The bottlers buy the fran- 
chises but the Camden office main- 
tains the upper hand and final say- 
so in the management of local 
enterprise, 
distributing methods and general 
promotion of the beverage. Each 
bottler must have at least three of 
Grapette’s light, specially-designed 
trucks for each 100, 000 population 
in his area. 

Less expensive to buy and oper- 
ate, the trucks are glossy white 
with the standard bright purple 
Grapette bottle and trademark in 
conspicuous display. 

Because the 6-oz. Grapette bottle 
is lighter in weight and easier to 
chill than most bottles, delivery 
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expenses are cut to a minimum. 
Instead of the usual 24-bottle case 
costing 80¢ wholesale, the Grapette 
pottler buys a 30-bottle case for 
$1. Holding 25% more of these 
graceful but rugged bottles, the 
Grapette case weighs about 30 lbs. 
compared to the 42- to 52-lb. 24- 
pottle case. Less tonnage and more 
distribution in a year’s time result. 


s Grapette’s consumer and trade 
advertising has included ads in 
the past year in Life, bever- 
age industry publications, grocery 
and filling station publications and 
the Journal of the American Medi- 
cal Assn. Mr. Fooks carries out his 
theory to the letter: “If your bus- 
iness isn’t worth advertising, ad- 
vertise it for sale.” 

Working with Bryan & Bryan of 
Shreveport, La., for the past years, 
Grapette has just transferred its 
account to Henri, Hurst & McDon- 


GETTING IT RIGHT—Alex Stauf (left), art director of Einson-Freeman, New York 

lithographer, checks original sketch for Grapette display pieces as photographer 

George Greb (right) gives model Dorothy Partington instructions for color shot. 
Grapette’s ad director, A. Roy Allen, is the interested observer. 
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Roy Allen, advertising director of | bottlers—Mr. Mankin travels con- 


Grapette, keeps up a steady stream 
of Grapette advertising the year 
round. 

The bottle of Grapette, the 
trademark, the slogan—“Thirsty or 
Not, Enjoy Grapette”—and a time- 
ly seasonal or monthly theme com- 
prise the formula for the basic 
pitch in the outdoor medium. Ra- 
dio copy and jingles to the tune 
of “Arkansas Traveler” keep the 
pace set by posters. 


a “Grapette bottlers are not only 
assured of adequate advertising, 
they are confident that Grapette 
advertising is, and will. be, of a 
consistently outstanding nature,” 
said Public Relations Director Wm. 
E. Mankin in his anniversary issue 
of “The Grapette Grapevine,” a 
house organ. Fostering good will 
all over the country—not only in 
the 39 states covered by Grapette’s 


stantly to address bottlers at their 
conventions and meetings. 

“When in doubt, increase the ad- 
vertising budget and double your 
output. If the public doesn’t know 
about it and can’t get it, they can’t 
be blamed for not buying,” Presi- 
dent Fooks said at a meeting of 
Arkansas bottlers recently. And he 
is sparing no horse power in 
steaming ahead toward further 
success. 


Zepp to VanSant, Dugdale 

Harry Zepp, formerly with 
Young & Rubicam, New York, has 
been appointed an art director of 
VanSant, Dugdale & Co., Balti- 
more. 


KMPC Appoints Cowling 


Charles H. Cowling has been ap- 
pointed national sales manager of 
KMPC, Hollywood, Cal. He joined 
the station in 1949. 


ald, Chicago (final competition for 
the account was between Henri, 
Hurst & McDonald and Gardner 
Advertising Co., St. Louis). Gil- 
bert Youth Research, New York, 
keeps the Grapette people in:close 
contact with public demand and 
consumer reaction, a high point 
on the Grapette program of com- 
petitive advertising and compre- 
hensive sales know-how. 

Aimed at three basic markets— 
general, home and industrial—at- 
tractive coolers and display items 
are at the bottlers’ disposal. For 
necessary coverage of its markets 
in 39 states, Grapette supplies 
coin-operated vending machinés 
for the extensive industrial mar- 
ket, coolers of various types for 
the general market and a new, 
functional, white picnic cooler 
(originally designed for sportsmen 
but now finding its way into the 
home market). “Thirsty or Not— 
Enjoy Grapette,” the company’s 
slogan, has penetrated a great 
many homes in the Midwest and 
South via the Grapette carton. 


a Fifty years ago, average soft 
drink consumption in a year was 
38,700,000 cases. Compared to the 
present-day figure of close to one 
billion cases—or 25 times as many 
—it’s obvious the carbonated bev- 
erage market is growing rapidly. 
Bottlers, of necessity, are notori- 
ously heavy spenders when it 
comes to advertising. Seasonal ad- 
vertising (most budgets are con- | 
centrated on intensified summer 
campaigns) is inevitable, but A. 
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Regardless of the course of events in 
Omsk, Tomsk and Kansk in 1951, 
Iowa’s position as the greatest per / 
capita producer of agricultural prod- 
ucts in the United States isn’t going 
to change. Iowa’s job is to raise food 
... and the market for food is the 
measure of Ilowa’s buying power. It’s 
a job that requires the purchase of 
the items you sell and they must have. 
That’s why Iowa is a sure thing for 
1951 sales. 


PICK YOUR YARDSTICK 
.--One or All Five! 


Naturally, if what you have to sell is on the 
list of things lowa farmers need, they will 
expect you to tell them about it. And when 
it is information they want they turn first to 
their local farm publication. The five basic 
standards for measuring a market and media, 
illustrated above, tell the story. Write us for 
the reports you want. 


-WALLACES’ FARMER and IOWA HOMESTEAD. 


e Corn and Hog Production 

+ Poultry and Egg Production 
* Grain Crop Production 

a Total Value of Farm Property 
& Marketing of Grain Fed Cattle 
} Income from Sale of Livestock Products 


lowa’s soil produces more wealth each year than 
all the gold mines of the world... It’s the world’s 
richest farm market. 
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Fairbanks Names Gernannt 


William Gernannt, Hollywood 
radio and film producer, has been 
named national sales manager and 
executive assistant to the presi- 
dent of Jerry Fairbanks Produc- 
tions, Hollywood. Mr. Gernannt 


also has been named vice-presi- 
dent of the company. He succeeds 
Russ Johnston, who has joined 
Ward Wheelock Co. as vice-presi- 
dent in charge of radio and video. 


NEWS ITEMS 
on any subject’ 


From newspapers and magazines 
published throughout the country. 
Write for booklet . . . 


He A Garee + ¥ | 
St., New Y 
BA 5571 


Newspapers Called 


Vital for Retailers 


WASHINGTON, Nov. 15—Walt H. 
Dennis, radio and TV. director of 
Allied Stores Corp., said here last 
week that a retailer who is not 
represented in newspapers “as he 
should be” cannot and should not 
expect any other medium to go 
out and do a bigger and better job. 

“In a city where a store is not 
well represented in newspapers,” 
he told the advertising club, “I 
cannot advise it to engage in an- 
other medium.” 

He said radio and TV must be 
judged on a long-term basis. “If 
you go into radio and TV on the 
basis that it will pay off on a 
day-to-day basis, you might as 
well save your money,” he de- 
clared. 


ws He said radio gives more “depth 
of registration” when used with 
other media, and “can probably 
do the greatest institutional job 


of any medium except TV.” 

Mr. Dennis said color is a benefit | 
in TV “only to the degree color, 
itself is important.” Holding that 
“tremendous technical details face 
color,” he said: “Advertisers 
shouldn’t worry about color for 
quite a while.” 


Appoints Thomas Fallon 


Thomas M. Fallon, formerly ad- 
vertising manager of the Machin- 
ery Group division of Dravo Corp., 
has been named Ohio, western 
Pennsylvania and West Virginia 
representative for Mechanical En- 
gineering, published by the Amer- 
ican Society of Mechanical Engi- 
neers, New York. Headquarters for 
Mr. Fallon will be in the society’s 
newly opened office at 329 4th 
Ave., Pittsburgh. 


To Reilly, Brown & Willard 


Hargoode Concerts and Harry 
Quint Florists have placed their 
advertising with Reilly, Brown & 
Willard, Boston. Newspapers, radio, 
television and direct mail will be 
used. Arnold R. Currier, formerly 


Advertising Age, November 20, 1350 


TRADEMARK—C. Robert Leach of Foster 

Freeman, art director of Chas. R. Stuart, Advertising, for designing the official 

emblem of the Milline Club of San Francisco (shown in the background). Watching 

are Bill St. Sure, of Ward Griffith Co., vice-president of the club, and Rod McDonald, 
Foote, Cone & Belding, club secretary. 


& Kleiser presents a plaque to Robert M. 


creative director of F. W. Prelle 
Co., Hartford, Conn., has been 
named copy chief of the agency. 
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LONSOLIDA TE Di ithographing Corporation 
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gathers 


MEMBER OF THE POINT OF PURCHASE ADVERTISING INSTITUTE 
Main Office and Plant: 1013 Grand Street, Brooklyn 6, N. Y. 
Sales Offices in Philadelphia, Chicago, Louisville and Tampa. 


makes few impulse purchases. 

You have to stop ‘em to sell ‘em... 
with sure-shot, shopper-stopper 
point of purchase aids. This is 

where we come in. Permitting no 
moss to grow under their feet, the 
merchandising experts in our 
Marketing Division first find out 
what's needed. Then our creative 
people translate the prevailing 
market facts into powerhouse 

point of purchase aids. A display, 

7 label or package designed by us 
gives your product a definite 
competitive advantage. At a word 
from you, by mail or phone, a 
man from Consolidated will 


h abbllecte. & 


2 es a 
a? ie Rome * e 
ae nite 2 


a "A rolling stone... 


no moss!" 


Likewise, a speeding shopper 


Gotham re-packages: the smart, 


lithogr 


luxurious looking new wrap 
(right, above) is a real prize win- 
ner. As re-designed and pro- 
duced L. 


Consolidated, it is 
phed in sparkling blue, 


ouldte ae black. Gold is embossed 
to simulate weave—and appear- 
ance—of actual hose. 


roll your way—fast. 


therapeutic 
Dickinson's. 
lithogra 
Consolidated Litho. Plastic leg 
form by Co. 


A high-fashion display for ACE 
Elastic Hosiery that gets drug 
store window showings for this 


roduct of Becton- 
splay created, and 
hed in full color, by 


Frankel Plastics 


Corby’s Pints Again 
Featured by Barclay 
in Gift Packaging 


Detroit, Nov. 16—By-passing 
traditional red, green and gold 
packages, Jas. Barclay & Co. is 
enclosing Corby’s pints, fifths and 
quarts in gleaming white for the 
Christmas gift trade this year. 

Last year Barclay broke pre- 
cedent when it gift-packaged Cor- 
by’s pints, thus helping liquor 
dealers get part of the estimated 
billion-dollar Christmas small-gift 
market of neckties, cartons of cig- 
arets, etc. 

Pints will be featured again 
this year in magazine ads. Fifths 
and quarts also will be available 
in the newly designed cartons. 

The new package will be pro- 
moted in four-color pages in Col- 
lier’s, Life and Look as well as in 
newspapers. 

Brooke, Smith, French & Dor- 
rance is the agency. 


Publishing Concern Formed 
to Bring Tax Information 

Business Reports Inc., 
publishing concern designed to 
bring tax information to business 
men, has been formed with of- 
fices at 270 Park Ave., New York. 
Founders of the new company are: 
William J. Casey, formerly chair- 
man of the board of editors of the 
Research Institute of America; 
Leon Shimkin, executive vice- 
president of Simon & Schuster and 
president of Pocket Books Inc.; and 
Richard L. Simon and M. Lincoln 
Schuster, co-founders and partners 
of Simon & Schuster. Mr. Casey 
is president. J. K. Lasser, tax 
authority, has been named execu- 
tive editor. 

The first publication of the new 
concern is “J. K. Lasser Reports,” 
a semi-monthly bulletin service 
which will translate past and cur- 
rent tax developments into specific 
business and financial plans. 


Warren Joins Foster Agency 

Robert C. Warren has joined 
Harry E. Foster Advertising, To- 
ronto, as account executive in its 
Montreal office. 


The New COURIER 


REACHES OVER 


1,500,000 necroes 


Now Adds New 4-Color Comics 
Plus Exciting Magazine Insert 
For Even Greater Impact On 
Rich 15 Billion Dollar Market 


Yes, the Courier aad in the Negro field be- 
o— it has never ing. Never 
ped bringing new, “exciting, significant _ad- 
at ions to its readers. Its tl 
news coverage, widely diversified dtorles, fea- 
pares, articles have made it America’s eutstand- 
ing Negro newspaper! And now, to even better 
strengthen its ereep, on the Negro market, the 
Courier has added 2 great new features to its 
interest-crowded pages. A new &8-page, ‘y-- 
comic section and exciting new magazine 
plement will not only broaden its be” 
reader interest, but will capture an ev 
audience for the paper that sells the cream of 
the wealthy 15-billion dollar Negro market. Yes, 
use it’s to lead— 


‘ourtler 

and selli—for yeu—if you = join tte large list of na- 

tional advertisers today! For full details write: 

INTERSTATE UNITED NEWSPAPERS 
45 Fifth Ave., New York 
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FACTS ARE STUBBORN THINGS’ 


TOBIAS SMOLLETT (1721-1771) 


ae The aatn i. B. Cc. publication in ‘she Bridal Field. 


e 
Modern Bride * * * Py » oe e ° e 8 * e + A. B. hs se 
_ ene 8 . * ee ee . * ° . t  % . . * 4 silisusgrig: 8 Statement cS 


The famed A. B.C. Bridal Publication guirtibdiiteed a 
I —_ ee paid circulation. 


Modern Bride . ... . . _« Newsstand and paid subscription 
Bride’s . . . . ° ° * ~ > . . . . . . Giveaway and newsstand 


Fact 
number 


sissies tite ne os 7 * onoannnoennceegncnoncenen eccscoatenhe 


2 The c largest» net ‘ine siege rE i 
| in the history of bridal magazines. 


e Source: A: B.C 


ind LS Fact 
the i 
number 


number 
---(f0 guide and serve the bride-to-be) 


Mes Only Bridal Publication with four-color editorial. 


Source: First 3 iseues of 1950 Modern Bride ve. Bride 


ir- Fact 
ca; | number 


Every advertisement merchandised to 746 top retailers. 


Source: Modern Bride Merchandise List. (Available on —— 


meee 


| Niteteninin ee dollar r efficiency in the Bridal Field. 


Modern Bride . . « « > ~ « « + «+ . *$12.00 per thousand — 
Bride’ - * . e * * . ° * oy . . . * ~~ 18.00 per thousand ~ a 
- _— Standard Rate & Data ore 


_ Bee . Fact 8 


ih — { The greater number of editorial pages 


Seniite ARE inte ini. 


1ed 
po pw Fea Giveaway Cost Per | Editorial Greater Store 
, Circulation Page Color Editorial Content | Merchandising 

D odern *$1,500.00 per page 
H = . Yes None $12.00 © “ Yes Yes Yes 
; Bride per M readers 

30% of $2,250.00 per page 
S | | Me total $18.00 No ° No Yes 
cs | (Minimum) = per M readers 
ert *Based on protected rate for 1951 ———t 
On 
cet 
of 
fea- 
snd- 
‘the 
clot ° 
x LYf- Davis Dillishing Ccmpany 
res 185 N. Wabash Ave., Chicago 1, Ill., Andover 3-5200 - 366 Madison Ave., New York 1, N.Y., MUrray Hill 7-8080 - 815 S. Hill St., Los Angeles 14, Calif., Tucker 9213 


- Also publishers of FLYING + FICTION GROUP + POPULAR PHOTOGRAPHY + RADIO & TELEVISION NEWS 
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Retail Food Linage Metropolitan 
New York Newspapers 
First Nine Months 1950 
Source: Media Records 


263,497 


238,096 


109,651 


Ist Morn. 2nd Morn. 3rd Morn. 
Paper Paper Paper Paper 


Journal- 
American 
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NEW YORK FOOD MARKET 


The Journal-American carries the largest 


volume of retail food advertising 


in New York history 


Gantsae new retail food linage records 
is no new trick for the Journal-American. 
Every year new records attest to the im- 
mense selling power of this great family 
newspaper. And 1950 is no exception. 


During the first 9 months of this 
year the Journal-American published the 
largest volume of retail food advertising 
ever published in any similar period by a 
New York newspaper. The Journal-American 
now leads all morning papers combined 
and all other evening papers combined in 
retail food advertising ... and has added 


even more retail food accounts to its large 
list of consistent advertisers. 


New York retail grocers overwhelm- 
ingly prefer the Journal-American — be- 
cause they know from daily experience 
that it is New York’s most productive food 
medium ... that it pays off in volume sales 
at the cash-register. Read in over 700,000 
homes every weekday, the Journal-Ameri- 
can really digs in and sells at the food- 
consumer-level — at home in the evening. 


National advertisers, too, will find no 
greater selling force in the New York market 
than the home-going Journal-American. 


aie, Ras 
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Without LONG BEACH 
this area could not be 


The only way to reach this buying market effec- 
tively is with the LONG BEACH Press-Telegram 
whose readership is more than 5 to | over any Los 
Angeles newspaper. To sell Long Beach, adver- 
tising schedules must include the Press-Telegram. 


LONG BEACH Retail Sales are over twice those 
of Bridgeport, Connecticut. 

LONG BEACH Food Sales are over twice those 
of Norfolk, Virginia. 

LONG BEACH General Merchandise Store Sales 
are over twice those of Mobile, Alabama. 

LONG BEACH Drug Store Sales are over twice 
those of Spokane, Washington. 

LONG BEACH Furniture, Household, and Radio 
Sales are over twice those of Worchester, Massa- 


chusetts. 
*Sales Management's “1950 Survey of Buying Power” 


LONG BEACH - 


— Press-Telegram 


LONG BEACH, CALIFORNIA 


Delivered to over 2 out of 3 Long Beach homes 
Represented Nationally by Cresmer t¥ Woodward 


* 


Advertising Age, November 20, if 


Welcome to ABC 
e IF THE pre-election prophets 
were right, the hiring halls will 
soon start humming louder than 
ever. Since the firearms were 
temporarily laid away a few years 
ago, these areas set aside for pros- 
pective employes have known their 
busy seasons, but in many com- 
panies there have been long 
periods of inactivity. If the na- 
tion is to build itself to the proper 
degree of defense, and do it with- 
out delay, a lot of manpower is 
going to be needed. And with un- 
employment at a bottom-of-the- 
barrel stage, it looks as though 
there will be plenty of raiding 
within industrial communities in 
the accelerated drive for help. 

In this new competitive picture, 
the company that has given some 


The Advertising Research Foundation’s first Sunday 
readership study since 1945 was made on the Cincin- 
nati Enquirer of September 24. report will be dis- 
tributed to AAAAand ANA members late in December. 


“See what I mean? Every time we run a 
comparative media study... ” 


= eS So 


Also easily accountable: The Cincinnati Enquirer carries more 
advertising linage than any other Cincinnati newspaper. 


(Represented by Moloney, Regan and Schmitt, Inc.) 


Employe Communications | 


How to Win Friends Among Your Workers 


By Rospert Newcoms and Marc SAMMONS —————___ 


| 


attention to community relations 
is likely to come off better thay 
the company that hasn’t. The prog. 
pective employe moves by prefer. 
ence to the company he knows 
favorably, as opposed to the com. 
pany he doesn’t know at all, ang 
too many companies must find it 
out the hard way. Many new em. 
ployes are certain to be thrown in. 
to new jobs and strange surround. 
ings without suitable indoctrina- 
tion; too many harassed foremen 
will be obliged to say, “There’s 
your machine, Mac—roll up your 
sleeves and go to work.” That wil] 
be the beginning and end of the 
indoctrination program. 


e@ When the heat of production igs 
on, employment office people don't 
have the time to deliver to each 
new employe the _ invigorating 
story of the company’s growth, 
The foreman has too many other 
things to do. Fellow-workers, 
many of whom learned the ropes 
by asking, constitute no great 
source*of useful information. 

For these reasons, the enter- 
prising outfits are reshaping their 
informational manuals or hand- 
books. They are hurrying to press 
with brief, intelligible accounts of 
their benefit programs. They are 
seeing to it that articles in the 
employe publication not only in- 
form those already employed, but 
provide facts for the greenhorn. 
Those organizations which have 
used movies, slide films and other 
visual aids in indoctrination are 
re-editing their material and gear- 
ing it to the nation’s and to in- 
dustry’s newer needs. Two alert 
young men, identified with a ra- 
dio station near a large industrial 
center, are developing a. tailor- 
made program for interested in- 
dustrial sponsors; the program may 
entertain, but it will also recruit. 

Among the more astigmatic of 
industry’s planners there is a senti- 
ment that industry communica- 
tion with employes and public is 
hereafter unnecessary, that the 
grim battle for the preservation 
of our way of life is sufficient to 
draw us all together. It should be 
as simple as that. 


Facts Names Emanuel; 
Adds New Services 


Barton Emanuel, limited partner 
in Emanuel, Deetjen & Co., New 
York stock broker, has_ been 
elected a vice-president and di- 
rector of Facts Inc., formerly Facts 
on Dial (AA, Aug. 21). Mr. Eman- 
uel, son of Victor Emanuel, chair- 
man and president of the Avco 
Mfg. Corp., will direct the public 
relations activities of Facts, a 
telephone information and re- 
search service in New York. 

Pierre Marquis, president of 
Facts, also announced two new 
services: a $600 annual subscrip- 
tion entitling a client to reports on 
any number of subjects requiring 
up to five hours of research each, 
and a $1,200 annual subcription en- 
titling a client to an unlimited 
number of reports requiring up to 
ten hours of research each. 


Four A’‘s Unit Elects 


New officers of the Pacific 
Council of the American Assn. of 
Advertising Agencies are as fol- 
lows: Chairman, L. C. Cole, L. C. 
Cole Co., San Francisco; vice- 
chairman, Carl K. Tester, Philip J. 
Meany Co., Los Angeles, and secre- 
tary-treasurer, Merle W. Manly, 
Botsford, Constantine & Gardner, 
Portland. 


Doniger Adds Kaufman 


H. George Kaufman, formerly 
associate editor on Esquire’s Ap- 
parel Arts, has joined the adver- 
tising staff of David D. Doniger & 
Co., manufacturer of McGregor 
sportswear. 
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Never Underestimate the Power of a Woman 
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Without LONG BEACH 
this area could not be tie 


AMERICA’S 3rd LARGEST 


The only way to reach this buying market effec- 
tively is with the LONG BEACH Press-Telegram 
whose readership is more than 5 to | over any Los 
Angeles newspaper. To sell Long Beach, adver- 
tising schedules must include the Press-Telegram. 


> eo oe Se 


LONG BEACH Retail Sales are over twice those 
of Bridgeport, Connecticut. 

LONG BEACH Food Sales ore over twice those 
of Norfolk, Virginia. 

LONG BEACH General Merchandise Store Sales 
are over twice those of Mobile, Alabama. 

LONG BEACH Drug Store Sales are over twice 
those of Spokane, Washington. 

LONG BEACH Furniture, Household, and Radio 
Sales are over twice those of Worchester, Massa- 
chusetts. 


*Sales Management's “1950 Survey of Buying Power” 


LONG BEACH 


| ‘Dress-Telegram | 


LONG BEACH, CALIFORNIA 


Delivered to over 2 out of 3 Long Beach homes 
Represented Nationally by Cresmer ts Woodward 


Advertising Age, November 20, 19% 


Welcome to ABC 
e IF THE pre-election prophets 
were right, the hiring halls will 
soon start humming louder than 
ever. Since the firearms were 
temporarily laid away a few years 
ago, these areas set aside for pros- 
pective employes have known their 
busy seasons, but in many com- 
panies there have been long 
periods of inactivity. If the na- 
tion is to build itself to the proper 
degree of defense, and do it with- 
out delay, a lot of manpower is 
going to be needed. And with un- 
employment at a bottom-of-the- 
barrel stage, it looks as though 
there will be plenty of raiding 
within industrial communities in 
the accelerated drive for help. 

In this new competitive picture, 
the company that has given some 


See what I mean? Every time we run a 


comparative media study... - 


The Advertising Research Foundation’s first Sunday 
readership study since 1945 was made on the Cincin- 
nati Enquirer of September 24. The report will be dis- 
tributed to AAAAand ANA members late in December. 


Also easily accountable: The Cincinnati Enquirer carries more 
advertising linage than any other Cincinnati newspaper. 


(Represented by Moloney, Regan and Schmitt, Inc.) 


Employe Communications 


How to Win Friends Among Your Workers 
By Ropert Newcoms and Marc SAMMONS ———_____ 


attention to community relations 
is likely to come off better than 
the company that hasn’t. The pros- 
pective employe moves by prefer. 
ence to the company he knows 
favorably, as opposed to the com- 
pany he doesn’t know at all, and 
too many companies must find it 
out the hard way. Many new em- 
ployes are certain to be thrown in- 
to new jobs and strange surround- 
ings without suitable indoctrina- 
tion; too many harassed foremen 
will be obliged to say, “There's 
your machine, Mac—roll up your 
sleeves and go to work.” That will 
be the beginning and end of the 
indoctrination program. 


e@ When the heat of production is 
on, employment office people don’t 
have the time to deliver to each 
new employe the _ invigorating 
story of the company’s growth. 
The foreman has too many other 
things to do. Fellow-workers, 
many of whom learned the ropes 
by asking, constitute no great 
source*of useful inforrnation. 

For these reasons, the enter- 
prising outfits are reshaping their 
informational manuals or hand- 
books, They are hurrying to press 
with brief, intelligible accounts of 
their benefit programs. They are 
seeing to it that articles in the 
employe publication not only in- 
form those already employed, but 
provide facts for the greenhorn. 
Those organizations which have 
used movies, slide films and other 
visual aids in indoctrination are 
re-editing their material and gear- 
ing it to the nation’s and to in- 
| dustry’s newer needs. Two alert 
young men, identified with a ra- 
dio station near a large industrial 
center, are developing a tailor- 
made program for interested in- 
dustrial sponsors; the program may 
entertain, but it will also recruit. 

Among the more astigmatic of 
industry’s planners there is a senti- 
ment that industry communica- 
tion with employes and public is 
hereafter unnecessary, that the 
grim battle for the preservation 
of our way of life is sufficient to 
draw us all together. It should be 
as simple as that. 


Facts Names Emanuel; 
Adds New Services 


_ Barton Emanuel, limited partner 
in Emanuel, Deetjen & Co., New 
York stock broker, has_ been 
elected a vice-president and di- 
rector of Facts Inc., formerly Facts 
on Dial (AA, Aug. 21). Mr. Eman- 
uel, son of Victor Emanuel, chair- 
man and president of the Avco 
Mfg. Corp., will direct the public 
relations activities of Facts, a 
telephone information and _ re- 
search service in New York. 

Pierre Marquis, president of 
Facts, also announced two new 
services: a $600 annual subscrip- 
tion entitling a client to reports on 
any number of subjects requiring 
up to five hours of research each, 
and a $1,200 annual subcription en- 
titling a client to an unlimited 
number of reports requiring up to 
ten hours of research each. 


Four A‘s Unit Elects 


New officers of the Pacific 
Council of the American Assn. of 
Advertising Agencies are as fol- 
lows: Chairman, L. C. Cole, L. C. 
Cole Co., San Francisco; vice- 
chairman, Carl K. Tester, Philip J. 
Meany Co., Los Angeles, and secre- 
tary-treasurer, Merle W. Manly, 
Botsford, Constantine & Gardner, 
Portland. 


Doniger Adds Kaufman 


H. George Kaufman, formerly 
associate editor on Esquire’s Ap- 
parel Arts, has joined the adver- 
tising staff of David D. Doniger & 
Co., manufacturer of McGregor 
sportswear. 
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; Never Underestimate the Power of a Woman! | 
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Dodge Predicts 


Decline in 195] 
Building Contracts 


New York, Nov. 15—Building 
and engineering contracts will de- 
cline 19% in 1951 in the 37 states 
east of the Rockies, according to 
an estimate by F. W. Dodge Corp., 
construction news and marketing 
specialist, as published in the No- 
vember Architectural Record. 

The anticipated decline is at- 
tributed to partial rather than 
total mobilization, prospectively 
increased production of key ma- 
terials, reduced output of motor 


vehicles and other consumer dur- 
ables, ingenuity in conserving and 
substituting materials, and the 
view by “responsible leaders in 
government that a strong civilian 
economy with maximum freedoms 
is just as essential for preparedness | 
as an enlarged military establish- 
ment.” 

The article emphasizes that the 
possibility of sudden unexpected, 
drastic action by government 
“greatly augments the customary 
hazard of guessing future construc- 
tion activity.” 


Powers Appoints Benham 
Robert M. Benham has been ap- 
pointed vice-president in charge 


of sales, promotion and advertis- 
ing for John Robert Powers Prod- 
ucts Co., New York. Mr. Benham 
has been operating his own public 
relations agency in Cincinnati for 
the past year and a half, during 
which time he acted as public re- 
‘lations counsel for Powers. His 
Cincinnati office will remain open 
under his supervision. 


Buys Packer Red Book 

Packer, Kansas City, Mo., has 
purchased the Packer Red Book, 
national credit rating agency for 
the produce industry. W. N. Stice, 
formerly sales promotion and ad- 
vertising manager of Vitality Mills 
Inc., has been named assistant to 
George H. Gurley, president of the 


Packer Red Book organization. 


Advertising Age, November 20, 1959" 
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Color Telecasts of Surgery Win Public 
Relations Award for Smith, Kline & French 


WasHINGTON, Nov. 14—Surgical 
TV colorcasts won for Smith, 
Kline & French Laboratories, Phil- 
adelphia, one of the 11 top public 
relations awards announced today 
by the American Public Relations 
Assn. 

In recognizing the work of the 
surgical supply house through 
color TV, the awards committee 
classified TV promotion under 
“graphic arts.” 

Another top award winner was 
M. Belmont ver Standig Advertis- 
ing, Washington, in the labor and 


‘eel SUPPLY NEWS S bevah Ment tesenes ‘eiens 
ne eens Deeee Heine 


| Cal., 


employe relations field, for its 
special services in averting a 
threatened strike against one of 
its clients, a Baltimore dairy. 


w Others were: Southern Cal- 
ifornia Gas Co., Los Angeles (mar- 
keting and distribution); Port of 


New York Authority, New York 


(government); National Fertilizer 
Assn., Washington (agriculture); 
Lumbermen’s Mutual Casualty Co, 
Chicago (banking, finance and in. 
surance); National Paint, Varnish 
& Lacquer Assn., Washington 
(trade associations); The Empor- 
ium, San Francisco (retailing); 
Robert Gair Co., New York (in- 
dustry); International House, New 
Orleans (church, social and com- 
munity service); Capital Airlines, 
Washington (transportation). 

ain addition to the 11 top 
“anvils,” APRA issued 13 “achieve- 
ment” plaques: Firestone Tire & 
Rubber Co., Akron (industry); 
Friendship International Airport 
Dedication Committee, Baltimore 
(government); Hawaiian Pine- 
apple Co., Honolulu (labor and 


employe relations); Reginald 
J. Alden, Longmeadow, Mass. 
(church, social and community 


service); American National Live- 
stock Assn., Sheridan, Wyo. (ag- 
riculture); Blue Cross Plan for 
Hospital Care, Chicago (banking, 
finance and insurance); Con- 
solidated Gas, Electric & Power 
Co., Baltimore (church, social and 
community service) ; Kenosha Mfg, 
Co., Kenosha, Wis. (trade associ- 
ations); Eli Lilly Co., Indianapolis 
(industry); National Highway 
Users Conference, Washington 
(trade association); Pullman Co.,, 
Chicago (transportation); United 
Airlines, Chicago (transportation); 
and Bozell & Jacobs, Chicago 
(marketing and distribution). 


KING-AM Names Kilpatrick 

Robert Kilpatrick, formerly com- 
mercial manager of KXA, Seattle, 
has joined the sales staff of KING- 
AM, Seattle. George Glavin, of 
KING-AM, has been transferred 
to the sales staff of KING-TV. 


Appoints Hansen-Tipton 
Hansen-Tipton Co., San Carlos, 

has been retained to handle 

the advertising of Allied Arts 


| Guild, Menlo Park, Cal. Newspa- 


| pers and direct mail will be used. 


CEDAR RAPIDS 


(LINN COUNTY) 


IOWA 


Now A 


METROPOLITAN 
AREA 


As Established by 
U. S. DEPT. OF COMMERCE 


POPULATION 
103,711 


Preliminary 1950 Census Figure 


The Cedar Rapids Gazette offers you nearly 
100% coverage both daily and Sunday of 
the metropolitan area (Linn County) plus 
adequate coverage in 15 other eastern lowa 
counties. 


- Che — 
Cedar Rapids 
- OGuzette | 
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-}PHOTOGRAPHIC REVIEW 


OLD GOLD PACKAGE—When Old Gold’s Original Amateur Hour moved to Chicago BALM "Whel every man wants for Christ 


Nov. 2 for a cerebral palsy benefit, this group sat in the boss's box. Left to right — ae Bett : 

are Tom Doughten, vice-president of Lennen & Mitchell, Old Gold’s agency; James See ae with he 3 on 

; & L. Stirton, general manager of American Broadcasting Co.'s central division; Mrs. of Kings i: shea tian - 

y); Kent and Herbert A. Kent, president of P. Lorillard Co. Ciwteimes campaign fer tho telletetes 

includes TV spots, newspapers and point 
of sale material. 


FASHIONABLE PUPPETS—Adding salesmanship to entertainment, Haggarty’s, Los 

Angeles women’s specialty shop, is using these puppets in one-minute spots to show 

latest fashion creations. Ross, Gardner & White, the agency handling the show, says 

the spots have a two-fold objective: to provide the entertainment value of a puppet 
show, and to show available fashions in an amusing style. 


SIX PACKER—Theo. Hamm Brewing Co., 

St. Paul, is distributing this new six-pack 

carton designed by Lippincott & Mar- 

gulies, New York. Its color scheme is 

bright red, white and blue, and selling 

lines provide a hook-up with Hamm’s ad- 
vertising. 


CALLING—KPOA, Honolulu, hooked up with Hawaii’s Aloha Week Oct. 22-29, 
and found promotional advantage in the Aloha shirt-wearing custom followed by 
men of the area. Left to right, George Lindman, station manager; Nancy Sonoda, 


rl sales secretary; John White and Jack Miller, account executives, admire the shirt 
IG. worn by Paul Wilcox, account executive. 

of 
red 


‘TIMES’ TOWER—Ivan Veit, director of 
promotion and research, and Virginia 


Pope, fashion editor of the New York 

Times and originator of “Fashions of 

the Times,” are shown with a 4’ cake 

used in one of the scenes in the paper’s 

annual fashion show. The theme this year 

was the Times’ 100th anniversary, which 
occurs in 1951. 


. Pu 

MIXERS—Home economics coeds of Alpha Xi Delta sorority at Northwestern Uni- 

versity, Evanston, Ill., used a giant Sunbeam Mixmaster in the float they built 

for the homecoming parade preceding Northwestern's mix with Ohio State on Nov. 4. 

The cooks are Carol Woefel, Nancy Wilhite, Chic Noreus, Carol Laraia and Ladonne 
Roth 


TEDDY AND FRIENDS—In good care at the Snow Crop Marketers booth at the New 

York Hotel Show is Teddy Snow Crop, star of the commercials in Sid Caesar’s TV 

1 show for Snow Crop. Behind the counter are (left to right) Tom Rutherford, in- 

stitutional representative; Robert F. Quinlan, national institutional sales manager; 

Joseph Buchan of the Ries Munoz and Antun Corp.; Robert J. Moone, Jersey City 

branch manager of Snow Crop; George R. Sivy, assistant ad manager; Richard 
Hamilton; and Fred Krisch. 


ct ‘ a . < Migr 
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“ae * 8 buat Mscocianen | : ce MARK OF ESTEEM—Employes of the Washington Post are pic- Herbert Elliston, at right (with pipe), and Don Bernard, ad 

. ——— tured as they present a plaque to a “newspaper man of con- director; John Sweeterman, business manager; Raoul Blumberg, 

COMING UP—American Dairy Assn. is the sponsor of this butter and milk seller, science’”—Eugene Meyer, the Post's chairman—on his 75th birth- _ public relations director, and other executives are in the back- 
which will appear on Railway Express trucks coast to coast during December. day. Publisher Philip L. Graham is ot the extreme left, Editor ground. 
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Boys’ Buying Habits Told by ‘Boys’ Life’ 


New York, Nov. 13—Completion 
of its 1950 reader survey, which 
measured boys’ buying habits, 
brand preferences and influence 


on family purchases, has been an-| 


nounced by Boys’ Life. Copies of | 


the survey are available to adver- 
tisers and agencies. 

From the mass of survey data, 
the magazine said, the boy 
emerged as a three-fold buyer: 

As a direct consumer of products 
like candy, gum and soft drinks— 
which more than 90% of boys 
consume. 

As a power behind the scenes, 


-influencing family purchases (in 


SIGNS OF LONG LIFE’ 
FOR QUANTITY BUYERS 
THE ARTKRAFT* SIGN CO. 
Division of 


acteeih’ Mantesuinn Copeceien 
900 Kibby St. Lime. USA 


“Weosomerts tog vs re of 


the case of cereals, almost 50% of 
boys send away for premiums, in- 
dicating the person responsible for 
the brand brought into the house- 
hold). 

As an adult buyer-in-the mak- 
ing, beginning to form brand pref- 
erences for a wide variety of prod- 
ucts (shaving requisites and toi- 
letries, for example). 


ABC Shifts Posts of Earl 
Millin and John Pacey 


Earl Millin, formerly national 
director of publicity for American 
Broadcasting Co., New York, has 
been promoted to assistant to Vice- 
President Robert Saudek. He also 
will head the newly created ex- 
ploitation department of the net- 
work. 

Succeeding Mr. Millin as pub- 
licity chief for ABC is John W. 
Pacey, who relinquishes his post 
as assistant to Mr. Saudek to take 
over the position. Formerly trade 
news editor, Mr. Pacey has been 
with the network since 1945. 


*Indicates first listing in this column. 


Nov. 20-21. 
National Newspaper 
Indianapolis. 

Dec. 27-29. American Marketing Assn., 
w'nter conference, Congress Hotel, Chi- 


Central regional meeting, 
Promotion Assn., 


cago. 
Jan. 19-20, 1951. Southwestern Assn. 
of Advertising Agencies, Baker Hotel, 
Dallas. 


Jan, 22-23, 1951. Assn. of Railroad Ad- 
vertising Managers, St. Augustine, Fla. 

Jan. 22-24, 1951. Newspaper Advertising 
Executives Assn., Edgewater Beach Ho- 
tel, Chicago. 

Feb, 12-13, 1951. Inland Daily Press 
Assn., midwinter meeting, Congress Ho- 
tel, Chicago. 

Feb. 16-17, 1951. Pennsylvania News- 
paper Publishers’ Assn., display adver- 
tising conference, Penn Harris Hotel, Har- 
risburg. 

*April 3-4, 1951. Point of Purchase Ad- 
vertising Institute, annual exhibit and 
symposium on store display advertising, 
Waldorf-Astoria, New York. 

April 29-May 2, 1951. National News- 
paper Promotion Assn., annual conven- 


tion, Wardman Park Hotel, Washington, 
D. C. 

June 17-21, 1951. Advertising Assn. of 
the West, 1 conventi li- 
tan Hotel, Denver. 

June 24-28, 1951. 


Assn. of Newspaper 


nual convention, Mount Royal Hotel, 
Montreal, Can. 

Nov. 26-29, 1951. Financial Public Re- 
lations Assn., annual convention, Holly- 


wood Beach Hotel, Hollywood, Fla. 


U. S. Rubber Names Two 
Joseph A. Conlon, formerly dis- 
trict sales manager, Chicago 
branch of United States Rubber 
Co., New York, has been appointed 
manager of allied sales for the 
mechanical goods division, with 
headquarters in New York. Edwin 
D. Meade, formerly manager of 
western railway sales, has been 
named to succeed Mr. Conlon. 


Ansco Names Carter Burgess 
Carter L. Burgess, formerly as- 
sistant to the president of General 
Aniline & Film Corp., New York, 
has been named assistant to James 
Forrestal, vice-president in charge 
of Ansco and Ozalid divisions of 


| the company. 


| Classified Advertising Managers, 31st an- | 
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DEBUT—Elgin National Watch Co.'s in- 
troduction of its self-winding watch in 
this half page (The Saturday Evening 
Post, Nov. 11) features a guarantee for 
the DuraPower mainspring. Though pro- 
duction of the new watch will not get 
into full swing until early in 1951, Elgin 
wants to establish recognition as maker 
of the first American-made automatic 
watch. J. Walter Thompson Co. is the 
agency. 


Elgin Watch Uses 
Several Media in 


Christmas Drive 


ELGIN, ILL., Nov. 15—A combined 
newspaper, television and maga- 
zine campaign, scheduled to reach 
its climax just before Christmas, 
is being run by Elgin National 
Watch Co. for its general line of 
watches, plus the company’s dia- 
mond watches, the Elgin service 
award plan and its St. Christopher 
coin watch. 

The combined drive marks El- 
gin’s first major use of TV. Time 
signals, employed by Elgin since 
1941, have been discarded in favor 
of 8- and 20-second story sequence 
spots, most of which will be sched- 
uled during the early evening 
hours. This change, according to 
Elgin, is based on the belief that 
a story stressing the quality sell- 
ing points of a timepiece is more 
effective than routine time signals 
in creating consumer interest. 


a Magazine ads, stressing the com- 
pany’s new “flair of the future” 
theme, will appear in The Ameri- 
can Weekly, Esquire, Extension, 
Farm Journal, Fortune, Harper’s 
Bazaar, Holiday, Life, Look, Na- 
tional Geographic Magazine, Pro- 
gressive Farmer, The Saturday 
Evening Post, Seventeen, True 
Story, Town & Country and Vogue. 
Included in the magazine schedule 


of 33 ads are 26 full pages, two 


| spreads and nine color ads. 


| 
} 


} 


Two 1,000-line insertions are be- 
ing run in newspapers in principal 
markets, with emphasis on those 
areas not covered by television; 
two colors will be employed where 


_ facilities are available. 


Supplementing the drive on the 
local level will be mats, radio spots, 
outdoor, mailing pieces and point 
of purchase material. 

J. Walter Thompson Co., Chi- 
cago, is the agency. 


Inland Press Adds Member 

Inland Daily Press Assn., Chi- 
cago, has elected to membership 
the Reporter, Galt, Ont. 
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Hospital construction expendi- 
tures this year will total over 
$750,000,000—and in spite of re- 
¥ strictions on some classes of con- 
struction, hospital building will 
continue active in 1951. Hospitals 
occupy a key position in civilian 
defense planning, and _ hospital 
construction will enjoy the highest 
priorities. 

More than 1,500 hospitals are be- 
ing built under the Hill-Burton 
program alone—and many more 
are being built or modernized with- 
out the aid of government funds. 
The public wants improved and 
expanded hospital facilities—and 
they are being provided at a more 


history of this country! 


You Need Broader Coverage— 
in Terms of Circulation and 
Number of Hospitals Reached 


Some hospital publications are 
trying to kid advertisers into be- 
lieving that the hospital market 
has grown very slowly, in number 
of institutions represented, in the 
past decade. One magazine even 
publishes the misleading statement 
that only 214 additional hospitals 
have been opened in the 1941-1949 
period, and that the total number 
of institutions in this field is now 
only 6,572. Don’t you believe it! 

This figure represents the num- 
ber of hospitals registered by the 
American Medical Association. 
Hospitals may either not care to be 
registered or may not meet the 
specific requirements for registra- 
tion established by the AMA. The 
number of registered and unregis- 
tered hospitals is well over 8,000! 

In fact, the publication which 
claims that the field is limited to 
6,572 hospitals actually provides a 
directory for the use of its adver- 
tisers which lists 8,350 institutions! 
Who’s kidding whom—and why? 


What About Non-Registered 
Hospitals? 


We have made a study of hospi- 
tals which have not been registered 
by the American Medical Associa- 
tion, and have found that they are 
just like any other hospitals, for 
the most part. A test survey on 
over 1,000 of these institutions 
brought detailed information from 
177—a good cross-section. 

They are nearly all voluntary 
general hospitals, ranging in size 
from 25 to 500 beds. The average 
is 150 beds—larger than the aver- 
age for registered general hospi- 


, tals. They have medical staffs, op- 


erating rooms, X-ray departments, 
pathological laboratories, medical 
records librarians, and in short, 
look and act and buy just like oth- 
er hospitals of the same type and 
capacity. 


Hospital Magazines Know 
How Many Hospitals They 
Reach—But Not All 

Will Tell You 


It’s easy for a magazine to count 
the number of different hospitals 
receiving the publication. We do it 
. at regular intervals. As of August 


rapid rate than ever before in the 


1, 1950, the number was 5,398— | 


“EACH MONTH HOSPITAL MANAGEMENT IS READ BY ELEVEN PEOPLE HERE”’ 
This statement by R. D. Vanderwarker, director, Passavant Memorial Hos- 
pital, Chicago, is typical of the hundreds received from leading hospital 
administrators telling of the wide and intense readership and departmental 
penetration of Hospital Management. Most read by most hospital execu- 
tives, Hospital Management gives you the right coverage of every level of 
buying influence in the hospital field. 


the largest unit coverage offered by 
any paid circulation hospital jour- 
nal—5,263 of these hospitals are in 
the United States and Canada. 

Hospitals, the official organ of 
the American Hospital Association, 
now provides this information for 
its U.S. coverage, which is 4,319. 
The other ABC magazine in this 
field, Modern Hospital, refuses to 
tell advertisers how many hospi- 
tals it reaches. It can tell them how 
many beds are represented by its 
subscribers, but it doesn’t care to 
say how many hospitals contribute 
to the tota: number of beds repre- 
sented by its circulation. Why? 

One advertiser who tells us he 
counted the hospitals represented 
in the circulation of Modern Hos- 
pital says the number was 4,350. 
Maybe this figure is wrong. If so, 
why doesn’t Modern Hospital give 
the correct figure to the advertisers 
and agencies interested in this 
market? They are constantly re- 
questing it—and constantly being 
turned down. 


Cheonlaticns Have Risen 
As the Hospital Field 
Has Expanded 


The circulation of a_ hospital 
magazine is valuable to the adver- 
tiser to the extent that it reaches 
into the hospitals which represent 
his market. All of the ABC hospital 
magazine circulations have grown 
—and the accompanying chart 
shows how Hospital Management 
has taken and held the lead in 
paid hospital circulation. 

The ABC statements for the pe- 
riod ending June 30, 1950, show the 
following comparison of ABC hos- 
pital circulations: 


Both Hospital Management and 
Modern Hospital have paid, volun- 
tary circulations; of 6,310 associa- 
tion subscriptions shown on the 
statement of Hospitals, the official 
organ of the American Hospital 
Association, the ABC statement 
says, “Members do not have the 
privilege of deducting subscription 
price from dues, if publication is 
not desired.” This circulation is 
therefore classed as involuntary, 
since it is based on association 
memberships, and not on an ex- 
pressed desire to receive the maga- 
zine. ‘ 


How Well Do Hospital 
Magazines Influence 
Departmental Buying? 


It’s of course important to reach 
hospital administrators, the heads 
of the more than 8,000 hospitals 
which represent the great hospital 
market in the United States. But 
hospitals are likely to be big, com- 
plex organizations, with responsi- 
bility delegated to many important 
department heads. Your advertis- 
ing job, like your sales job, is two- 
fold—to reach both the adminis- 
trators and the heads of depart- 
ments using and specifying your 
type of product. 

If you make a surgical dressing 
or suture, you need to reach the 
administrator, plus the superin- 
tendent of nursing and the surgi- 
cal supervisor; if you have a food 
product or food service equipment, 
you should tell your story to the 
administrative head of the hospi- 
tal, and also to the food service de- 
partment head; if you make a 
pharmaceutical product, your ad- 


A.B.C. Paid Hospital Circulations 


(Statements for six-month period ending June 30, 1950) 


Hospital %o of Total Net 
Magazine Circulation Total Paid 
Hospital Management .... 7,940 82.69% 9,602 
Modern Hospital ......... 7,805 74.12% 10,530 
ee eer eee ee 7,601 70.18% 10,830 


Don't Be Satisfied With Inadequate 
Coverage of the Booming Hospital Market! 


vertising-sales promotion program 
should include both administrators 
and pharmacists—as well as the 
nursing department, which fre- 
quently confers on sources of sup- 
ply in this field. 

No matter what you manufac- 
ture, there’s a double-barreled 
selling and advertising job to be 
done. And Hospital Management 
can help you to do it—because Hos- 
pital Management, through a spe- 
cialized editorial program which 
provides departments for each de- 
partment of the hospital, has won 
readership up and down the line— 
from administrator to department 
heads. 

This readership has been docu- 
mented by repeated readership 
studies—it has been supported by 
the published statements of lead- 
ing hospital administrators. Here’s 
the total projected readership you 
get among these key departments 
through advertising in Hospital 
Management, based on recorded 
readership among a representative 
group of hospitals which typify 
the 5,398 institutions receiving the 
magazine: 


Total 

Department Readers 
Administration .....................2.. 9,450 
tei dilin Sh ce 5,946 
BON is wat a SS 4,279 
OR RR EAE Tel tant 2,172 
Housekeeping § ......................... 2,234 
PR sceicabitsisecdiizaeisecshilapatiian 3,180 
NEI osc ccoderenectrerstederenenncy 2,655 
Medical Records .................... 2,629 
Maintenance ...........................- 2,095 
OEE Pe eS 1,371 

pg). ERR LR Nee 36,007 


How Well Is 
Hospital Management 
Read? 


The acid test of advertising val- 
ue is readership. Hospital Manage- 
ment made a pioneer study of ad- 
vertising readership in June, 1950, 
through a field study among gen- 
eral hospitals of over 100 beds in 40 
cities. The work was done through 
personal interviews directed by the 
C. C. Chapelle Co., well-known in- 
dependent research organization. 

The results of this study have 
been published—and readership of 
advertising in Hospital Manage- 
ment was found to be at such a 
high level as to astonish advertis- 
ers and agency executives not fa- 
miliar with the keen interest of 
hospital administrators in informa- 
tion which will help them to do a 
better job for their patjents and 
their communities. 

Send for a copy of this study—it 
will interest you. 


Top Hospital Circulation 
Top Hospital Coverage 
Top Penetration 
Intensive Readership 


Hospital Management offers more 
paid hospital circulation—by far 
the greatest unit coverage—deep 
penetration of key departments— 
and demonstrated high advertising 
readership. That means powerful 
impact against a big, growing and 
hungry market. 

Plan now to place your advertis- 
ing in Hospital Management before 
January 1, 1951, when a new rate 
card (adjusted for circulation in- 
creases only) goes into effect. For 
1951 advertising, Hospital Manage- 
ment’s the buy! 


Net Paid Hospital Circulations June 1945 — December 1949 


4s 4s a“ “ a7 a7 “as “a “” “0 
8.000 r 
ie 
et 
‘ Z. 
- A 
PC ike P 4 
PY vc 7 
7,000 = a5 
a 
r 
a 
- za 
a pe 
ant a 
- — 
Aad a 
6000 | Ze Pi 
- 4 
SS, eta od 
i 
—_—__}— 
—— 
~ 
5,000 
HOSPITAL MANAGEMENT 
THE MODERN HOSPITAL «<e<-- == 
HOSPITALS —— = ee = es ee = ee 


Write today for a copy 
of our Readership 
Penetration Survey; 
Chapelle Ad-Reader- 
ship Analysis; Hospital 
Architect Survey and 
Food and Equipment 
Survey. 
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Illinois St., Chicago 11, IL 


READ MOST BY MOST 


HOSPITAL EXECUTIVES 
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Advertising in the Test Stage 


Thrifto Milk Solids 
Bow in California 


PeTaALuMA, CAL., Nov. 16— 
Thrifto Products Co. here has 
opened a test campaign in the San 
Jose market to introduce its new 
Thrifto Bnricher and Thrifto non- 
fat dry milk solids which are mixed 
with milk to create a cream-like 
food. 

Thrifto will invest $50,000 in the 
introductory drive. Media used in- 
clude newspapers, car cards, out- 
door, radio, couponing, demonstra- 
tions and point of purchase mate- 
rials. 

Ley & Livingston, San Francisco, 
handles the account. 

National Dairy is testing a simi- 
lar concentrate in Delaware (AA, 
Nov. 13). 


NEW PROCTOR PRESSURE 
COOKER TO GET TEST 

PHILADELPHIA, Nov. 15—Proctor 
Electric Co. will introduce a new 
automatic electric pressure cooker 
in three test markets for two 
months beginning in January. 

Newspaper space and television 
spots will be used in each market. 

Proctor will use the tests for its 
new Presurmat, a self ventilating 
cooker with an electric timer. The 
company expects to go into full 
production on the new appliance 
early next year if materials are 
available. 


L pha Is My 
ting, New, Fluorescent Glowing Sign Kit 


Write yoke Silas! 
he od. for Fi bi SANAPLE, com 
ntormation ar ‘ 
MAME MAKE YOUR OWN 
SIGNS TH 


YOU NEED THEM 


Tests will be staged at Macy’s 
in New York, at the F. R. Lazarus 
store in Columbus, O., and in a 
New England outlet. 

If the tests are successful, Proc- 
tor will go into national consumer 
advertising and spread into every 
available market after that. John 
Falkner Arndt, Philadelphia, will 
be Proctor’s agency after Jan. 1. 


WANAMAKEER PLANS SPRING 
DRIVE FOLLOWING TEST 


PHILADELPHIA, Nov. 15—John 
Wanamaker department store will 
undertake another national con- 
sumer advertising campaign next 
spring as a result of the success of 
its four-month trial drive to be 
completed this month. The test 
was the first by the store since the 
war. 

The spring program is expected 
to begin in February and will be 
patterned much the same as the 
fall drive. This campaign was de- 
signed to project the Wanamaker 
name nationally as a fashion 
factor. Ads are placed direct. 


‘Automotive Retailer's’ 
Basic Page Rate Is $275 


Automotive Retailer, Morris- 
town, N. J., recently announced 
advertising rate increases, effec- 
tive Oct. 1, with the basic page 
rate going from $225 to $275. The 
Oct. 30 ADVERTISING AGE reported 
the basic page rate as being in- 
creased from $425 to $525, which 
is actually the rate for two facing 
pages. 


Joyce Promotes Bowen 


Kip Bowen, who has been sales 
representative for Joyce Inc. in 
Minnesota, North and South Dako- 
ta, most of Iowa and Wisconsin, 
and part of Illinois, has been ap- 
pointed assistant to. S. M. Haskins 
Jr., general sales manager of Joyce. 
He will make his headquarters in 
Pasadena, Cal. Thomas H. Baker, 
formerly with J. E. Spain Co., has 


Gordon Plastic Products Corp. 
Dept.A Ossining, N. ¥ 


been named to succeed Mr. Bowen. 
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From less than 100 Pilgrims united in the 

first thanks giving...to more than 150 million 
Americans joining in national thanks giving 
this year...thus has our great American holiday 
grown. * Never has Thanksgiving been more 

% widely observed than it will be in 1950. And 
+ = never has it been more important! « This year, 


we give thanks more than ever before, for the idea of America. For the idea of 
freedom. And for our strength to protect our freedom.* During the -past few months 
America has seen that freedom seriously challenged. Thousands of men have died 
in its defense. All of us have been affected, in one way or other, by the changes this 
defense of freedom has brought in our way of living.-All of us are united in the 
conviction that, cost what it may, freedom must be defended. »«We at Magee join 
all other Americans in giving thanks that we live in a free land, and in the 


determination to do all we can to preserve it! 


‘The Magee Carpet Company Mille: Bloomsburg, Pennsy!vane 


‘ magee, 


Sales Offices: New York, Chicago, Boston “The Mili of 2,000 _ Drawer Pale” 


SUCCINCT—Magee Carpet Co., through Grey Advertising Agency, is anything but 


maudlin in this Thanksgiving copy 


in Retailing Daily and Rug Profits. 


Wynkoop Joins Chittick 
J. Warren Wynkoop, formerly 
spose buyer and account executive 
H. Lesseraux Advertising, Phila- 
delphia, has joined Walter S. Chit- 
tick Co., Philadelphia, as an ac- 
count executive. 


ADVERTISING MEDIA 


OUTLETS 


WRITE - WIRE 


DAN BEISEL 
Mgr., Gen’! Adv. 


* CROSS-SECTION POPULATION | 


¢ EXCELLENT, COOPERATIVE 


¢ EXCELLENT DISTRIBUTION 


NO MORE SEARCHING FOR THE 
IDEAL TEST MARKET— 
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BRANDS 


GREEN BAY PRESS-GAZETTE 


DIVERSIFIED INDUSTRY, 
BUSINESS AND AGRICULTURE 


AN ISOLATED COMMUNITY 


GROCERY STORE PANEL GIVING 
WEEKLY SALES ON TESTED 


WHEN YOU 
TEST 


GREEN BAY, 
WIS. 


YOU TEST 
THE NATION 


Electrotypers Elect Barnes 


Clint Barnes, president of Fort 
Wayne Engraving Co., has been 
elected president of the Interna- 
tional Assn. of Electrotypers and 
Stereotypers. Other officers are: 
lst vice-president, Walter C. 
Dohm, vice-president of Norman- 
Dohm-O’Flaherty Co., New York; 
2nd vice-president, Carl] N. Becker, 
president of Becker Electrotyping 
Co., Milwaukee, and 3rd vice-pres- 
ident, C. H. McNellen, president of 
Bomac Electrotyping Co., Toronto 
and Montreal. 


Taubes Joins Richards 


Frank Taubes, previously of 
Foote, Cone & Belding, has joined 
the radio-TV department of Flet- 
cher D. Richards Inc., New York. 


Advertising Age, November 20, 950% 


BBB Suggests Rules 


New York, Nov. 15—In a mo 
to eliminate confusion and mi 
leading advertising regarding 
new excise tax on TV sets, 
Better Business Bureau of New 
York today issued a special bull 
letin to the television industry ang 
advertising media. 

The bulletin points out that “rele 
erence to a ‘10% excise tax’ 
‘10% manufacturer’s excise 
has led many consumers to 
lieve that the new tax is 10% 
the retail price rather than 10% 
the original manufacturer’s prigg 
to wholesalers or retailers.” The 
bureau recommends that advertige 
ers not refer to the 10% tax unleg 
it is clearly described as a 10% tay 
on the manufacturer’s price to the 
trade. 

Further, the bulletin points ouf 
that when retailers quote a price 
on TV sets which does not include 
additional charges such as excige 
tax, warranty or other costs whi} 
must be paid, “this fact, and@ 
statement of what such charge 
cover, should be clearly and spe 
cifically indicated in immediate 
conjunction with advertised oF 
quoted prices.” 


a The industry is given a further 
reminder that when “references 
are made to warranties, the terms 
and duration of such warranties 
must be clearly set forth in any 
advertised reference to them,” a 
a requirement under the adverti# 
ing and selling standards adopted 
by the industry some months agoy 

Retailers are incorrect if t 
advertise their stock held prior 
the new tax as “tax free” or haw 
ing “no excise tax,” the bu 
said, because a manufacturer’s ex 
cise tax on the radio parts of 
sets was in force prior to Nov. 1.7 

Statements should read, “no ta 
increase” or “no new excise tax 
the bulletin said, providing, @ 
course, that such statements amg 
factually correct. 


Appoints Two Agencies 


National Distillers Productg 
Corp., New York, has appointed 
Fletcher D. Richards Inc., New 
York, to handle the advertising 
for Gilbey’s gin and Gilbey’s Speys 
Royal Scotch whisky, and Kens 
yon & Eckhardt, New York, for 


PM de Luxe blended whisky. 


Just see how it sells 


COOPERATION. Manufacturers are 
interested in sales. Dealers are in- 
terested in local sales. Elgin takes 
advantage of these facts by mak- 
ing panels easily available to deal- 
ers. And they’ve found that co- 


1925 Silver Anniversary Year 1950 


operation outdoors makes everyone: 
happy! General Outdoor Adver 
tising Co., 515 S. Loomis St. 
Chicago 7, Illinois. 


i all 


in N. Y.on TV Ads’ | 
Excise Tax Slants @ 
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Los ANGELES, Nov. 15—Interstate 
Bakeries Corp., which sponsors 
the radio show, “Cisco Kid,” three 
times a week in all the areas it 
serves, is now sponsoring a filmed 
television version in Los Angeles, 
San Diego and Kansas City and 
will introduce it in four midwest- 
ern cities next month. 

The TV “Cisco Kid” will be 
sponsored on a once weekly basis 
in Chicago, Cincinnati, Omaha and 
Grand Rapids, Mich., with the 
possibility the Ames, Ia., station 
will be used to cover Des Moines, 
which has no television station. 
Radio sponsorship of the show will 
not be affected; the TV version is 
considered as supplementing it. 

To inform salesmen and depart- 
ment heads in southern California 
and Kansas City of the new tele- 
yision show and its attendant pro- 
motion, dinner meetings have been 
held to show the first program. To 
get sales personnel into the spirit 
of the promotion, contests were 
held to choose who was best 
m™ dressed to portray either the Cisco 

Kid, or Pancho, his compatriot. 

During the first week of the sup- 

porting ad campaign, salesmen 

wore the costumes on their routes. 


s Newspaper space was used ex- 
tensively in metropolitan papers 
weekdays, both in the main section 
and on the radio-television page, 
to announce the new program. 
Comic strip ads were used in the 
Sunday papers. Other promotion 
included caricature paper masks of 
’ Cisco and Pancho; point of sale 
display pieces and bread wrapper 
bands. 
# The same wide-scale promotion 
eee will be employed when the tele- 
eo vision show bows in the Midwest. 
nan The one difference will be in the 
trade name used. In southern Cal- 
ifornia, Interstate uses the name 
“Weber,” in the Midwest, “Butter- 
Nut.” 

Both the television and radio 
shows are being made available 
to bakers outside the operational 
areas of Interstate. Kilpatrick Bak- 
ing Co., San Francisco, was the 
first to sign up, and its sponsorship 
of the television show began early 
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Interstate Bakery'’s ‘Cisco’ Goes on TV; 
Four Midwestern Cities to See Show Soon 


in November. The show is handled 
through the Frederic W. Ziv Co. 

Script and production of the TV 
“Cisco Kid” are handled by Dan B. 
Miner Co., Los Angeles, as is place- 


ment of the radio show in the West. 


R. J. Potts-Calkins & Holden, Kan- 
sas City, is the Interstate agency 
in the Midwest. 


Appoints Earl PR Manager 
George J. Earl has been ap- 
pointed public relations manager 
of Sherwin-Williams Co., Cleve- 
land. He has been in the advertis- 
ing and sales promotion depart- 
ments of the company since 1946. 


General Paint to Weiner 

J. J. Weiner Advertising Agen- 
cy, San Francisco, has been ap- 
pointed to handle the advertising 
of General Paint Corp., San Fran- 
cisco, effective Dec. 1. 


Appoints Adams Agency 

A. D. Adams Advertising, New 
York, has been retained to handle 
the public relations and institu- 
tional advertising of the Phono- 
graph Manufacturers Assn., Long 
Island City, N. Y. 


Juvenile Shops to Wyman 

Juvenile Shops Ltd., San Fran- 
cisco, has placed its advertising 
with H. Jack Wyman Agency, 
which has moved to 233 Post St., 
San Francisco. 


43 


Appoints Robert Reid 


Robert B. Reid, formerly sales 
representative in the New Jersey 
area for Thomas Publishing Co., 
has been appointed an account 
executive of Mercready, Handy & 
Van Denburgh, Newark. 


To Russell, Harris & Wood 

Mildred Wren, formerly with 
KPIX, San Francisco, has joined 
the copy department of Russell, 
Harris & Wood, San Francisco 
agency. 


Oh Boy! Will this be 
Good when It’s Cooked! 


Right you are, kids—just as right as those experience- 
wise advertisers who insist that a good advertisement 
is only half complete when it’s ready for the photo- 
engraver....Great ideas and the most finished of 


artist’s creations become powerful forces for command- 
ing reader attention only when the imagination and 
abilities that inspired them are supported by the under- 
standing experience and skilled craftsmanship of the 
photo-engraver entrusted with their reproduction... . 
To the canny buyer this means more readers per dollar 
of space investment—convincing reasons why an im- 
posing number of brilliantly compelling current adver- 
tisements continue to be photo-engraved by ROGERS. 
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Master Craftsmen of Photo-Engraving 


CHICAGO 
2001 


Members of the 


PHOTO-ENGRAVERS ASSOCIATION 
CALUMET AVENUE ®* CAlumet 5-4137* CHICAGO 16 
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Sloan’‘s Investment Idea 
Needs Analysis, Reader Says 

To the Editor: General Motors 
Chairman Alfred P. Sloan’s idea 
of selling our free enterprise sys- 
tem to the nation by making every 
American a stockholder in busi- 
ness enterprise is visionary and 
far-reaching. 

But does it look ahead quite far 
enough? 

If another 1929 rolls around will 


DANNER 
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This department is a reader’s forum. Letters are welcome. 
those “gilt-edged” stock certifi-| the Oct. 30 issue of AA features 
cates just turn out to be socialist}a testimonial by M. Anthony 
handbills of a most inflammatory | Mattes, manager, advertising de- 
nature? partment, Standard Oil Co. of 
Management is trained to take | California. 
risks and maintain its calm and Mr. Mattes stresses short poster 
courage when the blow comes. But | copy for a good selling job. Some- 
will the mass public—always more | one took him literally and left out 
inclined to get panicky in emer-| the “t” in “outdoor”! 
gencies—stampede us toward the R. TuFts, 
very thing we’re trying to avoid? Chicago. 
This is worth some very pen-; Mr. Tufts’ comment seems to fj 3 
etrating and searching analysis. We| emphasize that short copy gets saaed ‘7 ee yy Ml gpg with p sage i teal “el 
might be detonating an atom bomb | read—with great care and thor- advertising is (or should be) local.” 
in our own safety deposit boxes! oughness. 
ANDREW T. a, e 7 * three weeks ago in the Rio Grande| which is a sentence that can be 
roit. ‘Winter’ At 93 Degrees Valley... bathed in warm sun-/| typed on a Dvorak typewriter key. 
= o . ] shine and caressed by balmy| board without moving the finge 
Short C. Gets the Read Shows N for Local Angle breezes from the Gulf of Mexico.| from anchor keys. Such a sale 
ean , 3 noble 
PRINTING magne & re coucnnen To the Editor: The attached) To pe completely factual, the| contribution to the hat industry re- 
To the Editor: It is interesting| photograph of a 24-sheet poster | ; t : F 
Akron, Ohic ; emperature was 93 degrees the/| lations field by Professor Dvorak 
’ to note that the Standard Group may be of interest to your readers. day the photograph was taken. For | should at least assure him of a new 
of Outdoor Advertising Cos. ad in' This picture was taken two-to-| your further information the av-| hat each year from a grateful in. 
erage mean temperature in the! dustry. Suggest you give him a tan 
valley (night and day) for Septem-| hat during National Hat Week. 
ber is 81 degrees; for October, 75 Joun F, H. HOLLENBECK, 
degrees. You can therefore ap-| Advertising Manager, Colotyle 
preciate the amusement of the} Tyle-Bord Inc., Seattle. Univer 
natives over the ear-muffs shown for For 
in the poster. ee. A To th 
A ridiculous situation? Certain-| Doubts Large-Scale Betting tensive 
A $2 BILLION market ly, but it happens every day in alon Inhiston’s $1 Offer conjuns 
; — vious, dur equa™'Y| To the Editor: At first glance, | % ™° 
costly, manner. National adver- P , Bonzo.’ 
red : , : at the enclosed Inhiston advertise- = 
cove. tisers are wasting literally millions onent. dinned ¢ the B motion 
of dollars annually in the South-| "emt; Clipped from the Boston | ie a 
west simply because their advertis-| . , oy aes Oe idence raise a 
- , in the ability of this new drug to 
ing, which is developed by eastern tone d sniffle. T the pre 
agencies, is not accurately beamed ap CVESy GREES SNE CREE. Tae cholog} 
to the Southwest market ...to the acquair 
Southwest climate...consumer facture 
tastes... buying habits...trade 20,” it 
peculiarities! At the wholesale you Ww 
level, at the retail level, and at the some s 
consumer level, the national ad- INHIST ON STOPS EVERY All « 
vertiser suffers in the Southwest. d pi 
Didn’t someone once wisely say SNEEZE AND SNIFFLE! = A 
ee SS Se AT FIRST SIGN OF YOUR COLD before 
proposition? Only listen makes thie sorting offer! | FTES” ygmems new ar 
CLay W. STEPHENSON, Yo > mt Wt pa an maw 8.8 a ae ture wi 
Executive Vice-President, SSS after t 
Tracy-Locke Co., Dallas. Soe pare means 
ee ee e pa = ne promot 
Solu nes tesco aaates wy! emenbes tes stores < 
Employe Booklet Due pee ae yeh am manufe 
“ L for Early Issuance per inhiston post-C} 
NEW PHILADELPHIA To the Editor: Please add my| ,,Apmmeelct (90 wassameet Our | 
UMRICHSVILLE ye name to the list of those interested manufé 
in receiving a copy of the book- P : : up an u 
pn let “Employe Communications,” by <— even bet a dollar it will 4 motion 
rapa Sammons, when it} Furthermore, only they make | °P™!™ 
. Sa 66 s 2 
Wo. C. MontcoMery, amran op that this | — 
* Sales Promotion Department, | confidence dwindles, along with 
zanasvus Hall Brothers Inc., Kansas yen 
City. Mo ’ the dollar, to 2¢—the difference be- 
¥, a20. tween the purchase price and the 
. eae so-called bet. 
To the Editor: I understand| What they really mean is that o 
there is a possibility that at some| they have enough confidence to 7 
time in the future you may reprint| bet 2¢ to your 98¢—or, figured ~ 
the “Employe Communications.” | roughly on a pari-mutual basis— 
WATHENS If this is so, would you be good| you stand to collect $2.04 at the 
enough to advise us how we might | $2 window. 
receive a copy. Perhaps there are enough sure 
GEORGE FRANKLIN, .| thing boys who would take ad- 
51 rg = oi Sales Promotion Manager, Ra- | vantage of even these meager odds 
Ohio Select pid Grip and Batten Ltd., To- |to warrant the limiting of the 
Newspapers N ronto, Can. number of bets per customer. 
570,269 Readers will be advised of the| However, it would seem that the 
Net Paid : “Employe Communications” re-| cost of returning the unused In- 
‘ | print when it is available—which| histon might cause the rashest 
Circulation fe should be before Jan. 1. gambler to hesitate at large scale 
A a p ra betting, thus making the line 
WC “Limit one bet to a customer” un- = 
A Suggests a Candidate for necessary. year 
C . National Hat Week Gift Also—a genuine confidence in of / 
The Ohio Select List home-town market contributes more than 2 billion dol- \ N To the Editor: Read your editori- the product might make it unnec- Place 
lars of the approximately 3 billion in retail sales outside metropolitan areas “ a wr} hats in j. ~ 30 issue | ©SS@TY: os X tedeeiall in 
a . il eathe CW f° . Must admit that I was » Oe Mi ' 
ae = of 88 ig padeary 1,700,000 daily readers—a market far « \ blissfully unaware of National Hat| Robert J. Freeman, Advertis- 
greater than in over states N ~ Week. Wore the same hat all week. ing and Art, Medford, Mass. / 
@ The market represented by the Ohio Select List can only be reached through their \ Amused me to glance from your * “ e : 
eee aun - editorial and to see on the adjoin- 
spape : S daH 
WRITE NOW FOR COMPLETE MARKET DATA ing page, a timely advertisement | Specs and a Hearing Aid 
. by the Philadelphia Inquirer | to ‘Eye and Ear’ Editor 
\ ‘ WN a ; tagged “Lots of ‘Sales Wisdom’ Un-| To the Editor: As a member of 
, i der This Hat!”. Coincidence? In-| the advertising society, I’m almost / 
; ‘ ; teresting that the hat was not on| sharing your “red face.” Naturally 
—- JO HN W CULLE N 1319 Terminal Tower, Cleveland, 0. somebody’s head. I’m referring to your misinformed 
nt lee e e j . e finri j The only industry relations con- | “Eye and Ear” column in the Nov. f 
i. ‘Chicago New York Cincinnati cerning hats that I can remember | 6 issue, re: Martin and Lewis— 
is the line “He has a tan hat,”| which you state was caught onone) 
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of their appearances with the 
“Show of Shows” which portion 
was sponsored by “Colgate.” 

I may be wrong—but I doubt it. 
As these two characters happen to 
be my two favorite guys, and 
never having missed one of their 
acts, I just can’t recall having seen 
them on a Saturday night show. 
And I definitely recall the particu- 
lar “Saturday” night you mention 
in which Martin and Lewis had to 
ad lib because of a short show— 
only in my neck of the woods I 
caught it on Sunday nite. 

I hope you won’t be swamped 
with too many expressions of pain 
put wouldn’t it be a good idea to 
check your source before going to 
press? 

Unless I’m wrong—am I? 

EpItTH MERaAR, 

Roche, Williams & Cleary, 

Chicago. 

Apparently the biblical reference 
to “eyes that see not” and “ears 
that hear not” applies, with par- 
ticular emphasis, to the Eye and 
far column in the Nov. 6 issue. Our 
apologies to all concerned for an 
inexcusable error. 


Universal Seeks Tie-Ups 
for Forthcoming Movie 


To the Editor: We plan an ex- 
tensive promotional campaign in 
conjunction with the release of 
our motion picture, “Bedtime for 
Bonzo.” The theme of this unusual 
motion picture is an attempt on 
the part of modern parents to 
raise a chimpanzee according to 
the precepts of modern child psy- 
chology. Since we are interested in 
acquainting agencies and manu- 
facturers with our plans for “Bon- 
20,” it occurs to me that perhaps 
you will be interested in giving 
some space to these plans. 

All elements of radio, television 
and press will be utilized to a 
greater extent than ever planned 
before in the introduction of a 
new animal personality. The pic- 
ture will be released in February, 
after the Christmas rush, which 
means that “Bonzo” merchandise 
promotions will be practical for 
stores and of particular interest to 
manufacturers who want to bolster 
post-Christmas sales. 

Our studio wants to offer to any 
manufacturer interested in a tie- 
up an unusual opportunity for pro- 
motion in conjunction with the 
opening of the “Bonzo” picture in 


is more fascinating than ever in its 49 
years of publication. All the romance 
of Arabian Nights and far-away 
places presented in a style as modern 
as a strato cruiser. The preferred 
Magazine of seasoned travelers. 


Media Men—write for sample 
copy and advertising rates. 


navel MAGAZINE 


1270 Avenue of The Americas 
Rockefeller Center, N. Y. City 


ALMOST READY—Bonzo is almost ready 

for bedtime, although child psychologists 

might consider his pre-sleep pipe a bit 
out of order. 


important cities. Such manufac- 
turers will be supplied with names 
of theaters and playdates where 
this picture will receive concen- 
trated promotion. Our own road 


45 


men will help to enliven depart-| good merchandising tie-up pvussi-| cial gallery shots involving special 


ment store interest in all “Bonzo” | 
tie-up items. While many of these | 
items will be toys, there is no 
limit to the number of articles | 
which may ultimately be tied in| 
with the most famous animal per- 
sonality of all. 

The unusual promotional aspect 
of “Bonzo” is that he will be ac- 
corded in every respect the build- 
up of a human motion picture star. 
He will make a nationwide tour 
with all the pomp and glamor at- 
tended upon such junkets, and he 
will appear in other pictures as 
any first line star under contract 
would be expected to do. The 
reason for this is that the studio 
has discovered what is perhaps 
the most unusual chimpanzee, and 
plans to make the most of its good 
fortune. “Bonzo,” we hope, will be 
as much of a household word as 


bilities that go along with such 
stars. 

We would like to discuss pos- 
sible tie-ups with any agency that 
may find the “Bonzo” angle good 
copy for an ad campaign, and we 
would like to talk to manufac- 
turers who would like to tie in 
special items of merchandise with 
the chimpanzee. We will take spe- 


items of merchandise involving 
“Bonzo,” and if necessary, includ- 
ing Diana Lynn and Ronald Rea- 
gan, the stars of this first “Bonzo” 
picture. 

I would appreciate your direct- 
ing all inquiries to me. 

Srpney C. DAvipson, 
Universal-International Pic- 
tures, Universal City, Cal. 


“Mickey Mouse,” and with all the 


Specialists in SILK SCREEN PRINTING 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


This is 
Greater 
Miami 


International Market in 
the Fastest-Growing State 
East of the Rockies! 


This is the market which has scored one of the most 
impressive records of consistent gain of any in the 


United States. 


Today Greater Miami (Dade County) contains close 
to % million people, and serves as market place for 
another 250,000 -- representing an increase over 1940 


PENNSUCO 


\ 


a Thriving 


of better than 77%. 


Retail Sales in this area, according to the latest 
Business Census reports, were $826,700,000. And other 


market indices show corresponding advances. 


It’s an exceptionally economical market to sell, too, 
since it takes only one paper to reach the overwhelming 


GABLES 


bulk of Greater Miami's buyers .. . The Miami Herald, 
Florida’s outstanding sales medium. 


JOHN S. KNIGHT, Publisher 

STORY BROOKS & FINLEY, National Reps. 
A. S. GRANT, Atlanta 
Affiliated Stations -- WQAM, WQAM-FM 


MIAMI--An International Market 
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CBS Loses First Round in Battle 
Over FCC Color Television Ruling 


(Continued from Page 1) 
on the side of the government and 
FCC. At the opening of the court 
session, Pilot Radio Corp.’s petition 
to intervene on the side of RCA 
was heard and approved. 


a In addition to Pilot, Radio 
Craftsmen Inc., Sightmaster Corp., 
Wells-Gardner & Co., TV Installa- 
tion Assn., International Brother- 
hood of Electrical Workers Local 
1031 and Emerson Radio & Phono- 
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today 
eas Ge. eaten, 


graph Corp. were granted permis- 
sion to intervene on the side of 
RCA. 

After some preliminary sparring 
over the question of introducing 
color TV equipment in court, John 
T. Cahill, counsel for RCA, pre- 
sented the case for a temporary 
injunction against the FCC order. 


a Mr. Cahill based his case on six 
main arguments: 

1. He said that CBS color is not 
compatible—that none of the 9,- 
000,000 TV sets now operating 
would be able to receive either 
color or b&w pictures from CBS 
color transmitters, and thus a $2.5 
billion consumer investment in 
video sets would be invalidated. 

The FCC, he continued, has dis- 
torted this incompatibility factor 
into the sole reason for its im- 


mediate adoption of CBS color, 
insisting that unless it (the FCC) 
made a decision now, the compati- 
bility problem would be aggra- 
vated. 

2. Of all the engineers who testi- 
fied in the FCC hearings, said Mr. 
Cahill, only CBS employes and 
the chief FCC engineer favored 
CBS color—all others, including 
independent engineers, opposed it. 

The fact that the FCC engineer, 
Edward C. Chapin, who invented 
a device useable only in the CBS 
system, was allowed to testify and 
influence the FCC decision was 
“wholly improper,’ Mr. Cahill 
charged. 


a 3. The FCC refused to consider 
testimony by a group of prominent 
engineers, which was given to the 
commission after the close of the 
hearings. The testimony included 
their arguments rejecting the CBS 
color system, Mr. Cahill explained. 
He also charged that the commis- 
sion took no note of improvements 
made on the RCA system after the 
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hearings had closed. 

4. In adopting the CBS color sys- 
tem, Mr. Cahill continued, the 
commission approved a system 
which would limit color telecasts 
to a 12%” receiver, while con- 
sumer purchase data shows that 
most buyers today want a receiver 
with a screen larger than 12%”. 

5. The FCC admitted in the 1946 
and 1947 hearings that it might 
take RCA four or five years to 
perfect its system, and that a final 
color decision should not be made 
for that period of time, said Mr. 
Cahill, adding that the recent de- 
cision is a violation of FCC’s own 
principles. 

6. Adoption of the CBS system 
by the FCC will mean that set 
owners will have to spend about 
$500,000,000 on $50 adapters to 
get CBS color telecasts on their 
present receivers in b&w. Another 
$1 billion will have to be spent to 
purchase $100 converters, so that 
sets now in the hands of the pub- 
lic will be able to receive CBS 
color telecasts in color. 


= He concluded that the adoption 
of the CBS system is contrary to 
the public interest, that the “out- 
lawing” of RCA and other com- 
patible color systems also is con- 
trary to the public interest and he 
insisted that the action was arbi- 
trary and capricious. 

Mr. Cahill cited affidavits show- 
ing the irreparable injury which 
will be suffered by RCA if the de- 
cision is allowed to stand and said 
that the FCC action has created 
confusion in the minds of the pub- 
lic. 

Even if the court should refuse 
to enjoin the entire decision, he 
argued, it should reject the portion 
that prohibits RCA and other color 
systems from being telecast. Thus 
RCA indicated it might be willing 
to accept a ruling permitting 
everyone with a color system to 
try to sell his own system to the 
public. 


s Simon H. Rifkind, counsel for 
Emerson Radio and the other six 
interveners on the side of RCA, 
said that some of the firms he rep- 
resents already have gone out of 
business as a result of the FCC 
order and that sales of others are 
off from 50% to 75%. 

Judge Rifkind charged that it is 
impossible to buy a converter for 
CBS color at the present time and 
impossible to find a service man 
who can handle it. 

More important, he argued, CBS 
has been given a virtual monopoly 
on color transmission. The FCC, he 
contended, has exceeded its au- 
thority in trying to persuade man- 
ufacturers to adopt “bracket stand- 
ards” so that their sets could be 
adapted to CBS color. 

He, like Mr. Cahill, said that 
his clients at least would like to 
have the court set aside the portion 
of the FCC ruling which prohibits 
RCA and others from making color 
telecasts. 


ws Harry K. Smith, attorney for 
Pilot Radio Corp., charged that 
the commission decision on color 
was influenced by Sen. Edwin C. 
Johnson (D., Colo.), who “calls 
names, cajoles, probes and prods 
the FCC.” 

Referring to the decision, he 
alleged that the “voice is the voice 
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of the FCC, but the hands are the 
hands of Senator Johnson.” 


s Max Goldman, assistant genera] 
counsel for the FCC, argued that 
the FCC was authorized by Con. 
gress to make decisions in the pub- 
lic interest in broadcasting and 
that the color TV decision defin- 
itely was in the public interest, 
He added that RCA had not shown 
irreparable or substantial injury 
and that no injunction was war- 
ranted. 

Mr. Goldman contended that the 
commission’s decision was sup- 
ported by evidence and findings of 
fact and that it was not arbitrary 
or capricious. He added that even 
the “remotest danger” of injury 
to RCA would disappear when the 
FCC licensed stations in hundreds 
of cities not now served by TV. 

He said that the commission 
found the RCA color system unsat- 
isfactory and too complicated, and 
that b&w pictures received from 
the compatible RCA system were 
inferior to pictures on the present 
b&w system. 


s He charged that RCA had little 
ground for its argument and that 
it was quarreling with the regula- 
tory scheme set up by Congress. 
The FCC, Mr. Goldman continued, 
first had to determine if there was 
a satisfactory color system and 
only could consider the problem 
of compatibility. 

He listed seven criteria set up 
by the FCC to judge a color sys- 
tem. They are: 

1. It must operate within a 6mc. 
channel. 

2. It must have good color fidel- 
ity.and no annoying features. 

3. It must have adequate bright- 
ness and contrast. 

4. Receivers must not be unduly 
complex. 

5. Transmission must not be un- 
duly complex. 

6. The system must not be un- 
duly subject to interference. 

7. It should be capable of trans- 
mission over network lines. 


@ In a long technical discussion, 
he explained how the CBS sys- 
tem met the requirements and how 
the RCA system did not. 

John F. Baecher, special assist- 
ant to the Attorney General, pre- 
sented the case for the United 
States. He insisted that the FCC 
order was made under duly con- 
stituted authority and was sub- 
stantiated by evidence. A public 
service finding of this type, he 
argued, is not subject to judicial 
review. 

Mr. Baecher also said that the 
attack on Sen. Johnson was 
“shocking” and an “unjustifiable 
impeachment by inference and in- 
nuendo.” He added that it was “ir- 
regular,” “irresponsible,” and 
“base.” 


a Judge Samuel I. Rosenman took 
the floor for CBS and explained 
that CBS color telecasts would not 
interfere with current b&w tele- 
casts, except for a few minutes 
daily when CBS aired its color. 

He argued that: 

1. The RCA color system is not 
in use nor capable of being put in 
use. 

2. The compatibility argument is 
a two-edge sword, and that while 
existing receivers could receive 
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RCA colorcasts in b&w, set owners 
would have to buy a new set to get 
RCA color, since no converters 
have been developed nor proposed. 

3. Allowing everyone to broad- 
cast his own color system would 
result in “horrible confusion.” 

4. The FCC felt one way to kill 
color is to produce so many incom- 
patible sets that the sheer weight 
of so many sets would preclude 
shifting to the CBS system. 


s 5. FCC found that there is no 
reasonable probability that the 
RCA system would ever work sat- 
isfactorily. 

6. TV set manufacturers, he 
charged, have determined not to 
give the American people color 
until from 40,000,000 to 50,000,- 
000 b&w sets have been sold—they 
want to make money on b&w TV 
first. 

7. While manufacturers could in- 
stall an adapter in sets at the fac- 
tory to permit them to receive 
CBS color transmissions in b&w, 
they “are going to make the public 
pay from $35 to $50 for an adapt- 
er” at retail. i 

8. The FCC order, he continued, 
did not hurt set sales. Sales are 
off because of the excise tax, in- 
creased prices and Regulation W. 


a In his rebuttal, Mr. Cahill again 
argued that the court should set 
aside the portion of the order pro- 
hibiting RCA and others from 
making color telecasts so that the 
public could make a choice be- 
tween the two systems. 

As the presentations closed, 
Judge Major told FCC and CBS 
attorneys that while they had 
made some good arguments, they 
had not impressed the court with 
the necessity for a hasty decision. 
He said that he saw no reason why 
CBS commercial color transmis- 
sion could not be delayed from 
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The GATEWAY 
to New England's 


700million 


Yes, it is a rich concentrated market 
worthy of your consideration. Here in- 
dustrious farmers—dairymen, poultry 
taisers, fruit and vegetable growers— 
have ready cash to buy necessary 
equipment for the farm, as well as the 
Many conveniences for the home. 

It must be remembered that almost 
all New England farms are electrified. 
These farm housewives are just as in- 
terested in modern kitchen equipment 
as the farmer is interested in modern 
equipment for their dairy and poultry 
plants. 

New England Homestead’s editorial 
columns feature the information that 
helps these families get more profit 
from their farms—better living from 
their homes. Thorough coverage plus 

influence and editorial prestige 
make the Homestead a most effective 
advertising medium. 

There’s no other publication that can 
help you sell this market as economi- 

Y, as completely, and with such 
earted reception by readers, as 
the NEW ENGLAND HOMESTEAD. 


To Sell the New England Farm Market— 
You Need the Local Influence of the 
Homestead 


Nov. 20 to Dec. 20. 

In issuing the temporary re- 
straining order, the court said that 
it intended to consider the case 
carefully. When it rules on RCA’s 
plea for a temporary injunction, 
it also will rule on the govern- 
ment’s motions for a summary 
judgment approving the FCC or- 
der and a motion to dismiss. 

Both sides indicated that they 
would immediately appeal any 
ruling made by the judges to the 


Becomes AP Controls Co. 

Automatic Products Co., Mil- 
waukee, maker of AP air condi- 
tioning, heating, refrigeration con- 
trols, has changed its name to AP 
Controls €o. because there are “too 
many Automatic Products com- 
panies in the nation.” 


Factor Agency Names Todd 
Miss Lee Todd, formerly space 
buyer for Brisacher, Wheeler & 
Staff, Los Angeles, has been named 
assistant media director of Ted H. 


Axelson Agency Joined AAAN | Morris Appoints Lavenson 
Morris & Co., Baltimore, manu- 
Denver, is the only Colorado mem-| facturer of Paul Jones nurses and 
industrial uniforms, 
cies Network, not the National} Lavenson Bureau of Advertising, 
Advertising Agency Network, as} Philadelphia, to handle its adver- 


Axelson Advertising Agency, 
ber of Affiliated Advertising Agen- 


was erroneously reported ‘in the| tising, merchandising and sales 
Nov. 6 ADVERTISING AGE, promotion. 
Reinecke Appoints Harshe Abbott Kimball Names Lewis 


J.O. Reinecke & Associates, Chi- 


has named 


Taylor Lewis has been appoint- 
cago, industrial design organiza-|ed art director of the San Fran- 
tion, has named Wm. R. Harshe| cisco office of Abbott Kimball Co. 
Associates, Chicago, to handle its} He was formerly with Sundblom 
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Supreme Court. Factor Agency, Los Angeles. public relations program. & Anderson Studios, Chicago. 


mute printing budgets | 
go farther, last longer... 
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by swvitehing to lower. cost, hgh fildity 
loncoldated VNAMEL PAPERS 


Both this saving and the unusually uniform qual- 
ity of Consolidated Enamels are results of the 
revolutionary enamel papermaking process which 
Consolidated pioneered. By all odds the most 
widely talked-about advance in papermaking his- 
tory, this process cuts costs by eliminating sev- 
eral manufacturing steps still required by other 
papermakers. It produces a paper of highest 
quality, simultaneously enameled on both sides, 
in a single high-speed operation. 

Whether your own company produces an em- 
ployee magazine, advertising and sales matter, 
or other printed material, we’ll welcome an op- 
portunity to tell you more about this modern 
process—and the savings it makes possible. Write 
for complete facts and samples today. 


e@ The Servel News—published monthly for the 
men and women who market the famous refriger- 
ator that “STAYS SILENT, LASTS LONGER’’— is an- 
other outstanding example of the fine printing 
results being obtained by many concerns that 
have switched to Consolidated Enamel Papers 
at substantial savings in their printing budgets. 

Printed in a combination of black-and-white 
and full-color, The Servel News is a job to chal- 
lenge the quality of any fine printing paper, 
regardless of price. Yet today, at prices averaging 
15 to 25% below those of the old style premium- 
priced enamels formerly used, Consolidated En- 
amel Papers are making The Servel News a model 
of fine reproduction—at a saving to Servel of 
many hundreds of dollars each year. — 


. W. P. & P. Co, 


ondcoledatéd ¥NAMEL PAPERS 


FLASH GLOSS 


PAPER COMPANY 
Sales Offices: 135 So. LaSalle St., Chicago %, Illinois 


PRODUCTION GLOSS MODERN GLOSS 
CONSOLIDATED WATER POWER & 


Makers of C id—d tive and industrial laminates Main Offices: Wisconsin Rapids, Wisconsin «© 
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Graphic Arts Research Lags Behind 


Industry Needs, NEA Meeting Told 


Redford Printing Exec 
Outlines Possibilities 
of Current Research 


Cuicaco, Nov. 14—Large print- 
ing equipment manufacturers 
seem to be in no hurry to produce 
equipment that will permit print- 
ers and publishers to dispose of 
the foundry-casting system of re- 
producing thoughts, according to 
Jack MacGriff of the Redford 
Printing Co., Detroit. ; 

In a speech delivered at the an- 
nual meeting of the National Edi- 
torial Assn. convention here last 
week (AA, Nov. 13), Mr. Mac- 
Griff charged that the printing 
industry’s approach to basic re- 
search is ridiculous. 

“Everybody and his brother 
have been working on photo-com- 
posing machines,” said Mr. Mac- 
Griff, “and no one has built a 


@ Now reaches 70,196 
hotels and restaurants 
throughout America . . 


20 WN. Carroll St. Madison 3, Wis. 


press with which to print from 
photo-composed master pages.” 


a “We are looking for a better 
graphic arts mousetrap,” he de- 
clared. “We are ready to build a 
superhighway with  sign-posts 
every mile directing new custom- 


ers to some wonderful saviour’s | 
doorstep, but no one is interested | 


in building better mousetraps.” 

He described several composing 
machines which use a standard 
typewriter keyboard and print 
through a typewriter ribbon with 
only a minor amount of splash to 
the character, but insisted that “no 
photocomposing machines worked 
from a typewriter keyboard, using 
known type fonts and capable of 
being operated by a high-school 
graduate, are on the market.” 

Mr. MacGriff listed a number 
of promising new developments 
still in the test stage. Among those 
he listed are: 


= 1. An experimental photo-com- 
positor imported from France now 
is being redesigned by the Graphic 
Arts Research Foundation. The 
machine currently will run at a 
speed of ten characters per sec- 
ond, operated by an electric type- 
writer keyboard. It probably will 
be available to foundation mem- 
bers early in ’51. 

“The operator types the sen- 
tence only once,” he explained. 
“The typed sentence appears on 
paper in the standard position and 
the line is automatically composed 


SOMETHING EVERY SALES MANAGER 


SHOULD KNOW-- 


A Station Is Known by the 
Audience It KEEPS! 


A long time ago, 


got the audience. 


KRNT, DES MOINES, 
A close friend- 


ship was established that remains 


loyal and unbroken. 


The Hoopers 


show that, and they also show 
that KRNT continues to add to its 
immense family of listeners. 


Any advertiser who insists _ 
a successful radio campaign in 
the rich, ripe and ready CENTRAL 


IOWA market MUST 


call on KRNT 


to get the job done. 


To substantiate that fact, KRNT 
has scores of success stories 
or--take a look at the latest 
C. E. Hooper Audience Index, Des 
Moines, city zone, for May-thru- 


September, 1950. 
KRNT 


You'll see-- 


LEADS 


IN EVERY TIME PERIOD! 


And...THAT'S Something Every 
Sales Manager Should Know! 


DES MOINES — THE REGISTER AND TRIBUNE STATIO 
REPRESENTED BY THE KATZ ACENCY 


The station with the fabulous personalities and the astronomical Hoopers 


| on film in the selected Monotype 
| type face, automatically justified. 
| The film then is developed rapid- 
‘ly and a strip or galley proof is 
| printed photographically.” Mr. 
MacGriff predicted that* the ma- 
chine probably will replace from 
| three to five linecasting machines. 

2. Dow Chemical Co. of Mid- 
land, Mich., he said, is experiment- 
ing with a five to seven-minute 
method of etching magnesium 
plates, “but so far this is all hush- 
hush.” An independent researcher 
in the East also is working on a 
| method for quick-etching magne- 
sium plates. 


s 3. Xeroprinting, or Xerography, 
on which Battelle Memorial In- 
stitute of Columbus, O., is work- 
ing, eventually may be developed 
to the point where it will repro- 
duce continuous tone photos with 
production quality, said Mr. Mac- 
Griff. He said that the Haloid Co., 
which holds the manufacturing 
rights, estimates that it will be 
at least two years before the 
process will produce such results. 

4. One of the most promising 
experiments now under way, he 
said, is the Eastman Kodak Ek- 
talith sheet research. The Ektalith 
sheet “is a photo-sensitive film 
that hydrolizes under the influence 
of light and can be exposed by a 
reflex method without a camera, 
then used directly as an offset 
plate,” he explained. 


s 5. Another promising project is 
the basic research now under way 
on electronic printing, “which was 
discovered in the early ’20s by 
William C. Heubner,” said Mr. 
MacGriff. Mr. Heubner “has built 
one full-size electronographic 
press that uses electrostatic high- 
voltage charges instead of printing 
impression rollers. He says that 
this press will print any of the 
known forms of the graphic arts, 
including gravure, letterpress, off- 
set, etc., on the one press.” 

The research now being under- 
taken is aimed at refining the 
process so that users may print di- 
rectly from photo-composed master 
pages. 

6. A magenta or orange contact 
screen photo process, which elimi- 
nates the necessity for making 
screened negatives in an engraving 
camera when reproducing photos 
by offset now is available, he said. 


s 7. Mr. MacGriff also described 
a pocket recording machine mea- 
suring 7”x7”x4”. Batteries are 
self-contained. “It will record for 
an hour and a half for about 5¢,” 
he declared, “and will pick up 
voices 60’ away. An attachment 
costing $20 allows one to tap a 
telephone without any connection 
—it taps by induction. It will re- 
cord through three walls, from 
inside a_ briefcase and _ upside 
down. 

“It is shockproof and simple to 
operate, and is being used by many 
police departments,” he continued. 
“The microphone is the size and 
thickness of a dime.” Thus it is 
possible to make man-on-the- 
street interviews with the entire 
instrument completely concealed 
in clothing. 

8. Mr. MacGriff also described a 
method for printing electronical- 
ly by ionized pigments, now being 
developed by the Redford Print- 
ing Co.’s research laboratory 


a Mrs. R. M. Kiefer, secretary- 
manager of the National Assn. of 
Retail Grocers, called on weekly 
newspapers to work with local re- 
tail grocers in order to improve 
local food copy, assist the merchant 
in selling more and thus indirect- 
ly increase advertising revenues. 

She cited A. C. Nielsen Co. data 
showing that there has been a large 
increase in the number of food 
stores using advertising since 1946. 
The number of small, independent 
stores using advertising has 
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Get one doc to try it, 
And copy to cry it: 


You who’ve compared it 


De TEST ads 


A product today, in order to sell, 
By itself need never be great. 


“Proved best—by six out of eight.” 

John Q’s his own expert now, and some day, 
May come up with changes in heart. 

We sure ought to hop it, 

The time’s come to stop it. 

Or boys, we'll be losing our part. 


You’ve already taken the dare. 
Let’s watch how they’re baited, 
These ads we’ve created. 

And offer a little more flair. 


This Poetry Corner is for AA readers. No payment made for contributions, 


——e | 


are now to be praised, 


—Barrett E. Snyder 
Copy Department 
McMillan Co., Detroit. 


doubled in the past four years, 
while the large independent stores 
have stepped up their advertising 
from 47% to 67%—and the biggest 
gains have been made in towns 
with less than 10,000 population. 

Mrs. Kiefer said that while 
weeklies have limited staffs, and 
while retail grocers are “probably 
the most difficult advertiser you 
have,” the association is convinced 
that both the newspaper and gro- 
cer can profit from working to- 
gether. 

She suggested that the papers 
encourage retailers to merchandise | 
their advertising in the store, and 
tie it in with special displays and 
promotions. 


@ One member of the association, | 
she continued, charged that “ap-| 
parently too many newspapers 
have little or no competition, and | 
hence they do not have the urge | 
to increase the value of their space 
by assisting advertisers in the 
preparation of more effective 


copy.” 

She urged that newspapers give 
retailers “real assistance to secure 
proper headings, _ illustrations, 
catch lines and improvement in 
general makeup.” 

Mrs. Kiefer also suggested that 
weekly newspapers would perform 
a service to their readers by keep- 
ing in touch with food market con- 
ditions, supplies, prices, etc. “This 
material,” she said, “could be 
utilized by the women’s page or 
column as a sort of buyers’ guide 
for weekend shopping.” 

“In so doing,’ she concluded, 
“the mewspaper profits by in- 
creased advertising revenue and 
increased circulation, and the re- 
tailer profits by more returns on 
his advertising money. The pub- 
lic profits by the more complete 
information on foods available in 
generous supply at reasonable 
prices, plus the additional helpful 
information on meal preparation, 
food combinations, and the nutri- 
tional value of food.” 


we add 


Message band ("JUST 
TELL THE MAN YOU 
WANT IMPERIAL") re- 
volves behind translu- 
cent illuminated cylin- 
der. Heat of light bulb 
against fin top revolves 
copy band . . . Motion 
without a motor! 


We Serve 


ee 


GOODMAN 


Our plastic ice-cakes warm up 
soles. Above display, in colors, 
measures 12'° x 13°’. 


and products . . 
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TO 3-DIMENSION PLASTIC 
Point-of-Purchase DISPLAYS 


Lighting and MOTION 


are being used successfully by scores of the nation’s most 
capable merchandisers. (The quality of our clients is our best 
advertisement!) With GOODMAN 
Displays 
designs and advertising that no 
eye can ignore—no mind can 
discard . . . Our idea-men would 
like to put their brains to work 
on your product! 


L. 
MANUFACTURING CO. 
145 W. 63rd St. Chicago 21 


Famous for plastic replicas of bottles, cans, 
. Write for illustrated brochure. 


fawest @uaiity by 
Lerar Malle 


DISPLAYS 


IMPEKIAL 


they achieve original 


A. GOODMAN 
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SALT end PEPPER 


queer | 


[ 


MOND CRYSTAL 
DNSHAKER SALT 


BIN BACKER—This point of purchase 
poster, holding an actual salt shaker 
and a pad of ¢ for ¢ use, 
is offered to grocers to push the current 
Diamond Crystal salt premium offer. 


Douglas Fir Group 
Denies FTC Charge 


TACOMA, WASH., Nov. 14—An 
order of the Federal Trade Com- 
mission holding that the Douglas 
Fir Plywood Assn. and 15 mills had 
conspired to fix prices between 
1935 and 1941 has drawn a sharp 
reply from the association. 

“Ancient history” was the com- 
ment of O. Harry Schrader, man- 
aging director of the association. 
Plywood sales promotion today is 
both legal and successful, he added. 
Mr. Schrader had no connection 
with the association during the 
prewar years when the violations 
were charged nor did a number of 
companies that are now associa- 
tion members. 

“There is nothing for the fir 
plywood manufacturers to cease 
and desist from, either singly or 
collectively,’ Mr. Schrader contin- 
ued. Plywood production now is 
at a record rate of over 2 billion 
feet a year and the association is 
spending $1,000,000 annually to ex- 
pand markets for the future, he 
said, adding: 


s “The sole objective of this trade | 
promotion is and always has been | 
to stimulate demand for plywood. | 
There is no conspiracy and there) 
will be none. Activities of the 
association are strictly in accord-| 
ance with the letter and the intent | 
of the law.” | 
He pointed out that the FTC did 
not begin its proceedings against 
the plywood firms until 1948 al- 
though the civil charges related 
entirely to prewar practices. 
Condon Co., Tacoma, handles the 
plywood association account. 


Jack Benny Leads Pacific 
Nielsen-Rating Report List 


Jack Benny moved into the top 
spot on the September, 1950, Pa- 
cific Nielsen-Rating Report of 
leading radio shows. 

The first five evening programs 


| 
Rating 


Program 
1 Jack Benny (third week) 13.7, 
2 Lux Radio Theater 13.0 | 
3 Original Amateur Hour 12.0 
4 Fibber McGee & Molly 
(third week) 118 
5 Break the Bank (first week) 117 


To Use Mrs. America Name 


French Sardine Co., Terminal 
Island, Cal., packer of Star-Kist 
tuna fish, has contracted to use 
the Mrs. America name. Mrs. 
America Inc., New York, owner of 
the registered Mrs. America title, 
Said the tuna fish packer plans to 
use the name in some of its na-| 
tional magazine advertising and its | 
1951 newspaper campaign. Rhoades | 

Davis, San Francisco, is the 
agency for French Sardine Co. 


McClean Joins McCann 

John J. McClean Jr., formerly 
with Sullivan, Stauffer, Colwell & 
Bayles, has joined McCann-Erick- 


son, New York, as an account exec- 
utive. 


Long Island Ducklings to Be Advertised 


Eastport, N. Y., Nov. 15—-Twen-| with corporate chains, supermar- 


ty-four million pounds of Long 
Island ducklings produced in 1950 
have resulted in substantia] stor- 
age holdings and a decision by 
growers to start extensive adver- 
tising and merchandising. 

Long Island Duck Growers 
Marketing Cooperative Inc. has 
announced its appointment of 
Brooke, Smith, French & Dorrance 
to handle the account. Efforts will 
be made to move the 1950 duck- 
lings “in an orderly manner” with 
funds now appropriated, and in 


1951 a supplemental fund will| Institute since 1943, has been) 
“provide for various types of ad- | 
vertising, point of sale display 


| Photo-Lithographers Elect 


material and trade work.” 


w Special newspaper promotions Ne 


are scheduled for several eastern 


kets and other retailers this fall 
and winter. Plans will be deter- 
mined later for promotion of the 
1951 production, which will reach 
the market late next spring. 

The new campaign is expected 
to widen the market for the Long 
Island industry, largest producer 
of fresh and frozen ducklings in 
the U.S. 


Parents’ Promotes Hartwell 
Henry A. Hartwell Jr., eastern 
advertising manager of Parents’ 


named advertising manager of 
Parents’ Magazine. 


A. J. Fay, National Process Co., 
w York, has been elected presi- 
dent of the National Assn. of Pho- 


and southern cities in cooperation | to-Lithographers. 


Write today for DIESEL PROGRESS 
Market Data and Media file 
Rex W. Wadman, Editor and Publisher 


816 N. La Cienega Bivd., Los Angeles 46, Calif. 


EDITORIAL LEADERSHIP 


Commendations from readers 
and advertisers alike are evi- 
dence of the excellence of 
DIESEL PROGRESS’ authoritative 
reporting of news and develop- 
ments in the diesel market. This 
is one of many reasons why it 
pays to use DIESEL PROGRESS 
in reaching the billion dollar 
diesel industry. 


Editorial and Production Office: Advertising Office: 


“VM SORRY THESE SALES 
BULLETINS HAVE BEEN DELAYED, 


LOOK FOR THE WATERMARK .... II iS 
HAMMERMILL'S WORD OF HONOR TO THE PUBLIC 


if you need a printer who is ready and will- 
ing to supply your needs on Hammermill 
papers, call Western Union by number and 

, 25" for the name of a mem- 


BUT WE HAD TO CUT AN ADDITIONAL 
SET OF STENCILS TO 
FINISH THE RUN.” 


100-SHEET 

TEST PACKET OF 
HAMMERMILL 
MIMEO-BOND 


““HAMMERMILL 
ADVERTISING SAYS THAT 
WE SHOULD EASILY GET 5000 
COPIES FROM ONE STENCIL 
IF WE USE HAMMERMILL 
MIMEO-BOND. LET’S 
TRY IT.” 


Your mimeographed mailings go out 
on time when you run them on Hammer- 
mill Mimeo-Bond. That’s because this 
crisp, lint-free paper won’t clog your 
stencils... permits operators to turn out 
longer runs of attractive, readable copies 
from one set of stencils. Hammermill 
Mimeo-Bond comes in white and 7 dis- 
tinctive colors, enabling you to put your 
message on a “‘signal system” color that 
will readily identify it. 

For printed headings on bulletins, sales 
letters, price lists and many other forms 
on which mimeographing is done, your 
printer will be pleased to supply Ham- 
mermill Mimeo-Bond. 

Test Hammermill Mimeo-Bond FREE 
in your own office! Send coupon for 100- 
sheet test packet plus the helpful Ham- 
mermill idea-book “‘Better Stencil Copies.” 


a 


Hammermill Paper Company 
1459 East Lake Road, Erie, Pennsylvania 


Please send me—FREE—the 100-sheet packet of Hammermill Mimeo- 
Bond and a copy of “‘Better Stencil Copies.” 


Name 


Position 


(Please attach to, or write on, your business letterhead) AA-11-20 


2 West 45th St., New York 19, N.Y 
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Landenberger Names Fellman 


J. W. Landenberger & Co., Phila- 
delphia, manufacturer of children’s 
hose, has named Leonard F. Fell- 
man & Associates, Philadelphia, to 
handle all space promotional ad- 
vertising for the Randolph knit 
line. The agency also will handle 
the Landenberger Tru-Last 
square-toed sock advertising and 
promotion for Deb You nylon 
stockings for teen-age girls. 


Want to Fall in Love with 
1,000,000 Women? 


Here’s your chance to reach the members 
of Aunt Ellen’s natienally known needle- 
work club. The WORKBASKET is their 
bible. A fabulous market . . . numbering 
over 1,000,000 home-makers who control 
the purse strings. ..availabletoadvertisers for 
the first time. Exciting success stories and 


sample cepy. Send 
AUNT ELLEN’S your letterhead .. 


Mork Baskot 


428 Handcraft Building, Kansas City 16, 


Radio Commercials Boost Hamburger 
Sales for Ernie’s Fine Foods in Seattle 


SeaTTLE, Nov. 16—An “over- 
stuffed hamburger” has been glor- 
ified by all advertising media, in- 
cluding TV. But the “Burger that 
Amburger” arrived through con- 
sistent use of radio advertising 
when restaurateur Ernie Propstra 
dispensed with all newspaper ads 
and concentrated on live commer- 
cials over small non-network sta- 
tions. 

The reason given by Ernie, own- 
er of Ernie’s Fine Foods, is that 
“listeners are tired of soaperatics. 
They want fewer serialized pro- 
grams, more selective musicals.” 

The radio industry, in his opin- 
ion, is forgetting an important 
segment of listeners, a segment 
which is commercially important. 


ws No one is more enthusiastic 
about television than Ernie, al- 
though he has tried it only once. 


Mo.| The difficulty, however, was that, 


despite an increase in the num- 
ber of customers, TV costs were 
too high, in relation to the limited 
number of TV receivers. 

Ernie, meanwhile, to oblige Sta- 
tion KXA (an independent local), 
bought some daylight radio time. 
Contrary to his expectations, diur- 
nal airings brought in heavier cus- 
tomer patronage than nocturnal 
announcements. The most gratify- 
ing response, Ernie says, came 
from making personal appearances 
on the Spike Hogan musical pro- 
gram. Customers later would walk 
into his restaurant and say: 
“You’re Ernie; I recognize your; 
voice.” 


es Ernie’s commercials are com- 
pletely informal. Written by Keene 
& Keene advertising agency, they 
play up the restaurant’s specialty. 
Excerpts include: “This is Ernie. 


Advertising Age, November 20, 195% 


WHAT’S COOKIN’?—At a luncheon in New York, Jules Lederer, director of sales 

for the National Pressure Cooker Co., discusses the new Presto Automatic Dixie 

fryer with Helene Walker of Flair, Gerry Gruen, Better Homes & Gardens, and 
Shirley Schur, Look. 


Say, have you tried the 30-day 


hamburger test? Some folks must|to Ernie’s day after day. Guess 
be, the way they keep coming back | they’re just treating their T-zones 


LIFE Internationals" 
advertising volume 


(FROM JANUARY THROUGH OCTOBER) 


In May LIFE International chalked up 
a first-five-month linage gain of 82% 
over 1949’s first five months, But this 
was no flash in the pan. Through July, 
through September, 82% remained the 
magic figure. 

And it still is! LIFE International’s ad- 
vertising volume for the past ten months 
is still running 82% ahead of the same 
1949 period. 


The reason for this continuing LIFE 
Internationai success story is quite sim- 
ple. More and more of America’s and 
Europe’s blue-chip export advertisers are 
realizing that LIFE International offers, 
at the lowest cost per 1000, the highest 
concentration of top prospect readers 
(92% business, government and profes- 
sional men) among all general export 
magazines, 


For full details of this and the many 
other plusses LIFE International has to 
offer you in selling and pre-selling today’s 
unpredictable export markets, write for 
your copy of “How to take the Guess 
out of the Future.” 


INTERNATIONAL 


9 Rockefeller Plaza 
New York 20, N.Y. 


to the world’s best hamburgers. See 
you at Ernie’s, 118 Pike St.” 

Or: “This is Ernie, king of the 
hamburgers and part-time weather 
forecaster. Yes sir, every single 
day, I predict we'll have clear, 
cool weather at Ernie’s, and every 
single day we have cool weather, 
because we just installed a big 
air conditioning unit...For food 
at its best in perfect air-condi- 
tioned comfort, come in to Ernie’s.” 


Illinois Daily Newspaper 
Markets Names Batterton 


M. F. Batterton, formerly an ac- 
count executive in the Chicago 
office of the Bureau of Advertising, 
has been ap- 
pointed general 
manager of the 
Illinois Daily 
Newspaper Mar- 
kets Inc., Spring- 
field, Ill. He suc- 
ceeds Paul L. 
Gorham, who has 
resigned to form 
his own business. 

Mr. Batterton 
first joined Illi- 
nois Daily News- 

r Markets in 
1936 as sales representative, and 
after serving in the Army, he be- 
came director of sales. Mr. Batter- 
ton joined the BofA in 1949. 


TV Makers Expect Business 
to Double in 14 Months 


Television manufacturers expect 
that the industry will almost 
double in the next 14 months, W. 
L. Lawrence, promotion manager 
of the Radio Corp. of America, 
Camden, N. J., told the Wiscon- 
sin Utilities Assn.’s convention in 
Milwaukee. Growth of television 
may boost power consumption rev- 
enue to utility companies in Wis- 
consin to $110,000,000 by the end 
of 1951, Mr. Lawrence said, The 
present annual revenue is esti- 
mated at $31,000,000. 


TEST 


Metropolitan 


NEW 
YORK 


M. F. Batterton 


FOR 
PEANUTS 
Send or call for the complete bulletin 


“Metropolitan New York Test Market #1" 


Siuty the facts and you will find you ca? 
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New "Yor » a, BA 
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THE BAYONNE fi 
“Bayonne cannot be sold from the outside” 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Madison Ave., N.Y. © 435N. Michigan Ave., Chicag?” 
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“ya ® — pe: 7.1 940.5 670.9 35,623 33,577 $52,844 $12,045 | Total Group ............ 63 763 594.0 6864 33910 37,664 302,882 346,275 
National Geographic ....... 51.0 37. 5 a . A F . 
, Nation's ee 40.4 ' 35.8 364.2 332.9 17,327 a } sae “a Comics Magazines — 
of the | Nature Magazine .......... 4.5 2.5 22.8 21.9 RY ee to | ‘Arts Genin ........... 85 60 36.7 281 3,213 2.268 13,860 10,638 
ME | Teter Flation Gino’... is? iad as? 1286 496 3,221 32,633 aar7e | Varu® Contes Grenp ...... z? HY eS o = on aa 4 
i oy eee cecese : i t , : , f Harvey Comics Group ...... 1 ! x v : . 
single | Poul RS iss ss? «Leora «arco 2e'avd « Sa'1GG. «3187108 23'es2 | Lev Gleason Publications |... 118 8&2 1157 853 4456 3099 43212 32,681 
cle Popular Science ........... . : ,407. x . ; . Marvel Comics Group: 
ry | Promerade - 2 oe § -de'sat «= "9990 d08'193.«««dug’s39.| (Total 3 Units) ......... 3.0 296 © 35LT 256.6 «12474 «AL ABD 1350936949 
thee | ‘Redbook ~~ ut Ss as on a's50 032688 =: AL'AIL. | *Red Unit ...........--- HO 96 70 BBS AS 3629 44225 (33.386 
ather, | Setwien . yn 7 a re 40478 «© 61.327, |  *Blue Unit........... 1.0 «10.0 «18 8334158 (3,780 31,467 
a_ big vas 107 «73SEC AS aRy «© os2as2 © S7e107 «= san2sa. | . Yellow Unit ........... 1.0 «100 66S 3S 15S 3,780) 44,100 S31, 
Senet eee : . ; " , National Comics Group: 
food | Twilling Fiction Group .... 12.7 148 = 129.9 MBL 2840 3.304 29.121 33,152 | Narre mie Se ee 85 19.0 1245 167.5 2884 7.182 46,747 3.215 
o> rep aiaeiaatees 5733473884 S286 «Me-002 © aR? © Aszao7 © soigas | Red Unit... 220, 7 3. ff S&S SS Rm lhe hCUP 
MOR ete 3.2 57 (68 (420 (330 2450 2919 (17.993 14,265 | ., Sele Unit... ......... 3 8 & 2 is “waa ia 
Ei ih alae sera Spare 63.6 629 9035 9010 37,397 36,985 531,257 529,818 ~oeyg« “nae: Reiae oe eS Se ear i me (mI 
Total Group .......... 2,406.9 2,323.5 21,432.8 20,637.6 1,196,201 1,148,790 10,428,937 9,931,557 | ,,Total Group... S10 803 765. 
*Not included in totals. “Larger page size 1950. Prior to September 1950, the group consisted of True Detective and Master . 
Detective, sold only in combination. Master Detective now carries no advertising. “October-November 1950 issues combined; Pages ia Lines— iar—coceaes 
September-October 1949 issues combined. Oct. Oct Jan, bet. Jan Oct. Oct. ioe; Jan.-0 n.-Oct. 
’ 
en's 
Wom et er 62.3 719 735.6 1,003.0 26,741 30,851 315,580 430,090 Weeklies, Bi-Weeklies. Semt-Monthiies— ctober a" pres 
; American Weekly .......... i . ' . . 5 x . 
ny Bes rivers’ as 341 qu. aens 1786 be Py 173.008 *Business Week Pen crete 3337, 359.1, 31264 2,951.2 140,142 150,803 1,312,176 1,239,439 
eeeeeesere 9 y ° " " , ° apper’s Weekly .......... . . 7 ’ A y 
eee. 333 37.0 3512-3755 | 14.282 «15.854 150,762 16103 | Cheatin Advocate ss... 278 226 193 1m «SIO 934 ozae 0,682 
Family Circle (Nat'l) ...... 43.4 32.5 387.1 310.5 18,602 13,941 166,045 niles at 170.5 186.8 1,344.8 1,397.2 15,994 i 92) 90,007 
eee 58.4 51.0 544.7 477.0 25,052 21,899 233,655 / stot at a er TE 942 94.0 $58.7 737.2 40,431 40,244 368,496 357-507 
Fawcett Women’s Group: NOD . ba Ges faded obits ’ . . , , : x 
“Notion ftchue Oeresesees 34.4 35.5 347.8 372.3 14,756 15,236 149,131 159,684 Grit ih Mel. > Me 29.1 28.1 247.4 209.4 , 29, yr oust 
i 334 37.0 3384 366.6 14,327 15,864 145,225 157,334 | Lite 2202, 4318 3811 3,164.1 2,957.6 293,626 259,169 2,151, 011, 
Movie Story ............ 3. A . 390°530 206'483 Ss 8 « ailGuhe's as7.6 x ayes oy 
True Confessions ........ 45.5 48.5 444.1 481.3 19,532 20,799 , 448 626 Plat Sryt eho a ages 175.2 148.7 1,2611 # 1,117. 219,113 01.087 ph Lay 
Glamour ................ Ry} oy Pye ody a bry} ies ene Newsweek Figg ne 276.3 237.3 2,107.6 2,035.4 ¥ ; ‘ ¥ 
eee . 7) ie , . o 2 ’ ’ ew or imme: 
ioe tame ere eesnees 127.1 122.1 1,200.3 1,219.8 316 77,147 758,577 770,969 DET a, vin ékss 209.1 200.5 1,520.0 1470. 5 17,711 170,420 1,285,785 iY 2ea.ses 
Hillman Women’s Group: chem - settee | EE WMD 5. c058505.. 357.1 354.1 2,649. “MBS 153,207 «SLE 1.106.860 ; 
Movieland .... 18.9 24.0 207.3 233.5 8,106 10,326 , , MET ED 25.5. i Sis edo as 55.8 52.5 389.5 i 446 250,999 206, 388 
Real Romances 188 227 2081 2244 8,091 9,768 89,388 Sees | PMN ooo... 0... eens. 55.2 436 4638 413.2 23,667 : ee je 
wien *Reai Story .. Ry ae yg a ies aon yf Ry} ‘Saturday Evening Post ite 450.1 442.6 3,689.1 3,476.2 , ' Y 363, 
. . 4 D y ’ p urday Review 
{Holland's 331 17,8 2418 1935 14,200 12,071 103,895 129.969 | “STi 79 659 202 407.1 3427S ges a70m2 215.482 
, and I a cic dy t's by oes 62.2 42.6 & 463.9 26,686 18,263 231,082 198,963 Scholastic Magazines ete ds 28.6 25.6 164.8 1749 12,026 751 69,260 ’ 
e be- Ideal Women’s Group: porting News ............ . Y , wise Papen ror} 
imate Romances ...... . 16 244.300 314.1 12,679 = 13,145 = 104,830 134,854 | This Week ............... 818 826 643.9 552.4 69,484 : ‘ 
itter- eee a8 258 a he ae a lee ene herve ete ale 347.9 329.0 2,777.0 2,789.3 146,102 138,189 1,166,336 1,171,524 
Movie Stars Parade ...... 22.7 | 26.1 211.8 290.0 9,7 ? B U. S. News & World 
Personal Romances ...... 29.0 36.3 266.6 374.3 12,451 ey 7-4 en bred SEE Sch oheyh neki sce 98.3 98.4 929.8 912.1 41,274 41,319 390,488 - oes 
cae Sone Sanne .-.... eS (Css «lees users sates anaes srease 0 waraas | Tetel Grew ............ 3446.0 3319.5 27,5234 25889.3 2,016,909 1,955,024 15,887,893 15.073 
, BEER tenses soncens S08 ea 9c eens «salo7h «53°30 523'508 «888.606 | “Four issues 1950; five issues 1949. "Four issues 1950; five issues 1949. Smaller page size 1950. “Five issues both years. 
ON rrr q . a ’ , y , 
Parents’ (Nat'l) .......... 78.3 74.2 7403 723.9 33,584 31,825 317,566 310,459 7 ; white 
"Parents’ (N.Y. Metro Ed)... 89.2 836 9312 817.2 38,249 35,860 356,540 350,569 | Canadian National Weekend Newspapers (Rotogravare Linag ) tae’ oa 
ost *Parents’ (Pacific Coast) .. 80.50 —— —— 34,511 — a rosa | ba Patie .-...- sees ee ees . a. ase a. Ses os =e ru 
= W. | Sereenland Unit ........... 242 208 2465 20.0 11.878 = 10,162 107,131 91,353 fla Presse veces cease SBS SAG 463.0 5799 SB AG9 = SASTL © 462.972 379,911 
S Sarr 20. 23. 6 - 5 , , , Re eee . . . , 
nager Sen’ Sai pate sccdies ee 119.6 1,134.3 1,224.3 58,895 81,297 771,285 832,531 | +Star Weekly ............. 84.3 80.4 6933 543.4 80,095 76,396 ~ aan 
erica, | Today's Woman ........... 74.1 596.5 51,779 = 22,136 2382 USL AGA _Total Group inion: agate = 247.6 2,059.6 T.719.9 270,083 243,589 2,025, 693; 
True Story Women’s Group: ‘our issues 1950; five issues ' 
scon- _ bl aeealeing v.76 )~—LBOBUT.3 3289 «11,835 13,635 136,099 139,444 t ; 4 we 3 
on in SEE sis enls bios issn 417 45.5 4549 4566 17,875 19,514 195,206 195, ‘ . Pe —— ha 
i isi ov. ov. - le - le 5 le le 5 
— my a “ a er erer 25.2 4 44 ee es LY Beat yd y 194 1950 194 1950 1949 1950 1949 
to True Love Stories ........ 26.2 x \ I a , 5 . Canadian and oreign : 
al True pol AS $02 6h2 8S BO 251396 27/54 273799 ak) Gules tae aee.... ” Os 47.8 4348 470.9 33,690 32,519 295,674 320,225 
The § Vogue (2 issues) ......... 185.6 183.7 1,685.4 1,786.0 117,283 116,071 1,065,174 1,128,726 Canadian Homes & ace aa ite ll ae 
esti Southweat Edit 443 190,760 _—169,591 | Chatelaine 54.9 ‘5 439.2 «© 474.7 «37,349 © «37,070 784 322,779 
Southwest Edition ........ 44.1 38.3 443.5 396.2 18,928 16, , 5 Crate _ 10/625 5950 96.985 
Northwest Edition ...... 1 33.1 0 320.0 16,360 14,220 ye 137,392 a, A aineonen = 15.6 = = us 3 427,479 460.060 
— *Northern Calif. Edition .. 34.2 — 100.8 _—_ ! — 5 208 542 ween 327080°°7"" tee 633 4 S654 ‘ 42,409 45,105 382°835 412.682 
weal Ear delle 7 6S) BBRT 2986 «28,983 BBer 239,655 | **{National Home Monthly. 178 362 1887 3181 31266 24,594 98, 216,583 
— a BEND cccvevevecs x , , 5 A 
Woman's Home Companion... 1008 825 879.3 829.8 68,452 __56,079 597,699 __ 564,182 | *tRewe Moderne ak papi 332 32.4 — am 2a — — 
r Total Group ............ 2,220.9 2,247.0 22,290.1 22,741.9 1,120,976 1,134,253 11,150,525 11,478,309 ),  e me eo os «65 1600 wae 1m 24.003 
*Not included in totals. ¢Smaller page size 1950. Englith Edition ........ 71.0 59, J 643 0 480.5 12,922 10,738 117,026 88383 
lai 7 eee ee . ’ ’ ’ ’ 
in Outdoor |: Si 40.8 3033 345.1 28,550 26,723 212.270 241,586 
ican Ri , 245,274 | >*+Time-Atiantic .......... 485 487 394. : ; ; 
Field a lag 372 30.0 esa. 786 3a'535 35302 395'615 312,494 ++ Time-Canadian Nideiks Hees 1667 1295 1115.4 907.5 70,000 $4,390 468,440 ; 
Fur-Fish-Game ............ 216 25.6 2236 237.5 9,271 10,987 95,831 «101,860 | *+Time-Latin American ....- 88.3 810 6915 728.9 37,100 020 290,430 306,090 
Hunting & Fishing ......... 11 8614.2 4©=— 244.10 2485 7,752 6,088 104,704 106,667 | *}Time-Pacific ............ 455 338 3131 2499 19110 — 14,210 ‘ ; 
Bo Giter lie... ss... 47.9 48.2 6216 616.4 20,528 20,675 266,548 264,395 | total Group ............ ' 992 3862 36663 3430.7 212,820 202,563 1,841,083 _ 1.865.607 
Sports Afield ..........+... 55.5 _53.6 _ 646.0 _ 671.3 _ 23,800 22,999 __ 277,949 —_ 288,009 | sot included in totais. {October linage. “Smaller page size 1950. All Time issues had five issues both years. “Two issues 
Total Group ............ 256.6 257.0 2,967.8 3,074.0 110,049 10,263 1,272,939 1,318,699 | both years. 
2 7 = s s om 
November Advertising Pages and Linage in Farm Publications 
. Current Month Com- 
) as tee oer mi Diy 
cluding Poultry, uy , cluding Poultry, 
y isi —_— isi ines————. ifi ive- — isi ages—. ———Total Advertising, In Lines————. Classified and Live- 
ar “a ee ee a a ln tnt ee ro on) ie o show don-flen. Jan.-Nov. stock In 
uu can 1950 1949 1950 1949 1950 1949 1950 1949 1950 1949 “ 1950 1949 1950 1949 pe ig i A. age 
lita? | Farm Magazines Miss.-La.Ark. Edition $91 789 866.3 751.7 60,610 57,460 589,098 547,243 58.202 
‘ ee Cae + -- DS7 WLS 20169 Lita 1904 E9010 70742 755716 oes2 67456 | Shar. 'S'Eenions <.. She ORS SORT TIES Ge2oh Seoe0 GoRTTe SeaseD Sonis 
— a Tia 1000 L064 10176 47806 42°908 (844 436,497 46,588 41,707 | Successful Farming .... 100.5 96.9 1,083.4 1,024.4 45,240 43,625 487,530 460,473 44,297 
$ arm Journal ......... 1.4 100.0 1,081.4 1,017.6 47,806 42,908 463, : ; . I 
“Farm & Ranch with Total Group ...... 828.8 752.3 8,217.9 7,565.2 512,492 483,570 5,106, 838, ; 
1ES Southern Agriculturist: *Not included in totals. ‘Separate publications 1949. *Smaller page size 1950. 
tside” *Eastern Edition ... 35.7 —— oo 24,269 — —- — 23,240 oa 
— nnn --» 4640 —— 533.5 — 31,255 — $374,476 — 28,862 — | Monthlies 
ressive armer: 
| i iti 283 | Agricultural Leaders 
N Carolina-Va. Edition . 92.0 81.8 889.4 778.2 62,529 59,548 604,821 566,607 60,078 57, t ioe aun wee Ca lek ae gmail ae ate 
Ga.-Ala.-Fla. Edition ..90.3 82.1 9068 7849 61,406 59,747 616,630 571,317 58862 57,448 _~ pee . } . & . . , ‘ 
Chicage Ky.-Tern-W. Va. Edition 88.2 80.1 865.4 762.4 59/964 58,303 S8S'713. 5941969 87.687 $6129 | American Fruit Grower’. 105 124 3020 2902 4,489 5,265 128,778 123,861 4,399 
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Current Month Com- 


Advertising Age, November 20, 1959 


mercial Display Ex- | peeeteetgeeies MAGAZINES MONTHLIES SEMI-MONTHLIES 
Total Advertising, In Pages— Total Advertising, In Lines—— Classified. and. Uf — — 
—_— > ’ p 
Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov. Jan-Nov. stock, In Lines 
° wa Now. Soek Tm Lins ANOLE 5/2492  |NOV REE 427/64 786,505 
merican Poultry I: # OCT. 515.489 \OCT. 437683 779,853 
Cent T Eaition or. 35 1 Sea 354 15'393 iret 153,533 143,773 Moise F068 
ra nD 2040 t F . 7 5 y , , 194 
Western Edition... 287 265 317.7 2957 12.331 11.376 135,637 127,190 8755 8,690 Nov] 1483570 Nov] 14/3638 bet | 1734387 
OC i eC me me ae : 
nsas armer ..... 5 J e' ’ A py . ' 
Better Farming Methods 528 50.9 4331 355.2 22,640 21,823 185,760 152614 22,640 21,823 BI-WEEKLIES WEEKLIES DAILIES CANADIAN 
So a a a ee 80 nee vy 
ivornia Ui ri coe le le , , . , ’ 5 
ciara one Faw 9 3 Mee Maze Shams “tant “gar Stee “ams “east | (OTM 56.496 = CL 78.668 =— [OCT 395.009 OCT RR 508,844 
ricity on arm . J! Ne *' . fi *' , 
Farmer-Stockman ..... 32.3 323 377.1 3411 24,549 24,576 286,626 (018 22,337 21,805 
Florida Cattleman .... 49.5 41.0 463.1 415.2 20,790 17,207 ‘508 174,370 15,985 10,723 PLR /45, 383 SEPT 58,506 St 350,417 St 283,034 
Sh a i a i et ee 49 ; a 
o Granger ...... i A A . . . / y 
Kentucky Farmer... 206 170 2243 2056 16119 13321 175,643 elisa 12,822 11,388 | |OCT| | /44556 dcr |] 84.439 der | _] 32283/ oct |_] 30/070 
Michigan Farm News... 21 21 221 £237 4,898 4830 51,041 56546 4858 4,818 
National Live Stock 
Producer .......... 65 102 961 854 4,724 7,429 69,859 62,174 4,233 6,726 Current Month Com. 
‘Nation's Agriculture .. 8.6 7.2 70.2 67.1 3,851 3,258 31,587 30, 3,851 3,258 mercial Display Ex. 
a 9 Poeee 32.9 40.1 4354 454.3 14811 18,045 196,018 202,926 11,064 13,495 dvertising, In Li fesoified onah 
EE Ae bane Gh'é hood . 5 . 5 -—Total Advertising, In Pages |_———Total A ing, In Lines———, Classified and 
Ohio Farm Bureau News 11.8 13.3 123.3 126.2 5,326 5,966 55, 55, 5,066 5,806 Oct. Oct. een. Jan.-Oct. Oct. Oct. Jan.-Oct. Jan.-Oct. stock, In — 
a — ye - a | 395.3 352.6 15,904 18,552 169,658 151,327 7,090 9,101 1950 1949 1950 1949 1950 1949 1950 1949 1950 
ribune: 
Eastern Edition .... 40.3 43.6 509.7 485.9 17,298 , 218,692 208,503 11,377 13,552 | sytah Farmer ........ eT le one — 
Central Edition ..... 32.4 38.3 435.3 419.5 13,879 16,415 ‘583 179,918 11,012 13,612 | pural New-Yorker . 326 316 3715 25,525 24,812 291,055 251,262 21,439 21,406 
Western Edition .... 27.9 35.0 3813 372.5 11,983 15,022 163,628 159,398 9,605 12,216 | prairie Farmer ....... 738 69.6 659.1 659.4 53,751 50,661 479,784 480,080 46,045 43,297 
*In all 3 Editions ... 26.0 31.0 352.7 337.8 11,159 13,300 151,325 144,953 9,280 11, Wallaces’ Farmer & lowa 
Southern Farmer ...... 98 111 916 94.0 10,78 12214 101116 103870 9,511 10,714 oaeied ....:.... 93.1 85.7 758.2 726.3 73,022 67,205 594,455 569, 58,619 53,645 
Southern Planter ..... 26.0 241 3038 2811 18,165 16,900 212,544 806 17,337 16,141 | Washington Farmer... 415 37.5 4135 419.6 31,361 28,378 ’ 317.244 ‘727 26,382 
Turkey World ........ 50.4 52.7 5142 508.4 21,608 "599 220,588 218,029 11,365 11,275 | Western Farm Life... 289 27.6 316.9 328.7 "643 21.677 251.739 7'6 20,893 20,052 
Western Dairy Journal . 40.0 37.2 426.0 448.0 16,779 15,610 178,937 188,269 9,555 9,684 ’*Herdsmen Edition .. 45.4 40.0 0 279.6 35,616 31,347 225,813 219,174 3,346 4,008 
Western Livestock Journal 76.8 71.8 1,038.3 1,098.2 32,235 30,170 436,167 205 16,069 16, Wisconsin Agriculturist. 61.1 54.3 515.2 5184 47,922 ‘601 403,835 : 46,345 40,826 
yoming aaa . Total Group ...... 1,031.3 963.0 9,511.5 9,468.3 786,505 734,387 7,328,924 7,217,019 674,423 631,662 
Farmer ......+..+. 240 17.0 —— —~— 21,546 15,24 _—— ___—— 16,962 12,110 | suot included in totals. “Larger page size 1950. This edition also carries all linage carried in Western Farm Life. 
Total Group ........ “7 861.9 9,955.7 9,613.5 427,164 413,638 4,788,568 4,588,817 308,973 311,068 
*Not included in totals. ‘October linage. Bi-Weeklies—October 
Newspaper Monthly Farm Sections Arizona Farmer oes 71.6 77.2 643.6 597.9 54,139 58,366 486,648 452,173 51,811 54,784 
twa Fam Hae : mepreimee--. G2 Be B12 ee ae pa me me a ne 
Register ........... 8 22.6 255.7 114 272,582 278,736 + 19,919 22,883 ern Edition .... ; ’ , 5 ’ 137 
wi... as 45 GeO Rbi0 70450 64,178 30.29 8,510 4,450 | tDairyman’s League News 20.7 124 135.0 922 15,112 9,057 96,483 67,135 12,982 _7,770 
Star Telegram Ranch & Total Group ........ 207.8 “191.6 1,819.9 1,692.1 156,496 144,556 1,372,031 1,276,781 146,542 132,451 
Farm News ........ 16.0 164 1845 207.4 17,066 17,472 197,190 220,912 13,566 15,986 | +Two issues 1950; three issues 1949. {Three issues 1950; two issues 1949. 
Total Group ........ 44.3 435 5042 5191 46,707 46,036 533,950 549,941 41,995 43,319 
ooiannenenes Weeklies—October 
mercial Display Ex. | Weekly Kansas City Star 31.9 34.3 247.8 251.5 78,668 84,439 610,649 620,421 67,918 74,219 
cluding Poultry, 
—Total Advertising, In Pages | ———Total Advertising, In Lines—— Classified and Live- | Dailies—October 
Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. Oct. Jan.-Oct. dan.-Oct. stock, In Lines Chicago Daily Drovers 
1950 1949 1949 «1950 = «1949 1950 1949 1950 1949 i, Mere 43.0 31.8 345.7 277.5 91,606 67,702 735,814 590,632 48,092 37,103 
ansas y a rovers 
Semi-Monthly—October onigleoram n-in--s2++ GLO $5.9 413.2 340.2 131,809 118,909 879,256 725,165 76,743 74,613 
‘ a ally na 
American Agriculturist . 248 25.6 277.5 267.8 18,080 - 18,672 202,063 194,959 16,055 16,810 | Stockman .......... . . 
“Cairn Sram New me Be. mS Ee Be 2,063 — 5S OUNR seein iin Stece?® 45.8 399.6 337.3 114,412 97,478 850,500 717,730 60,734 46,354 
ado Rancher a Reporter .......... 27.2 18.2 264.9 204.0 57,842 38,742 563,597 434,156 40,544 26,831 
DE ad ’ . , r y 1, ’ . Se ie OS ae BT : 
mie 7a, Te ME ms 2S ae eS LS BE OA | Nl ow........ 185.9 151.7 1,423.4 1,159.0 395,669 322,831 3,029,167 2,467,683 226,113 184,901 
Dakota Farmer ....... 65.4 543 497.9 615.9 51,277 42,638 470,473 483,110 49,758 40,358 
Geo, Gays’ EOE SES SOBER See Be ee es Sa | Conan 
card’s Dairyman ..... ‘ . . , ; ‘ ’ ‘ , ‘%**Canadian Countryman 40.8 59.0 371.2 410.4 28,571 41,304 259,974 287,262 20,054 30,699 
Idaho Farmer ........ 46.0 37.8 430.3 431.9 34,751 28,549 325,446 325, 32,963 26,567 | Country Guide, The.... 38.7 38.2 1 ; x ’ ; : 
Sadions Pormar’s Guide . ae = Pes ay = aye Eo ee4 say sas at a **Family Herald & Weekly Star: a ee ee a ae 
ansas Farmer ....... . lv . 5 ’ A . tern Edition ..... 1018 94.0 905.4 859.1 101,809 94, ‘ ‘ 5 
Michigan jfarmer ne ae 41.4 43.1 449.1 439.9 31,801 33,646 344,852 336,754 26,996 34,818 . Western Edition eels 90. 82.3 774.8 749.1 90,941 $2°393 774 888 749-261 73903 Bar 
issouri Farmer ...... . 7 ’ 5 \ , y arm anch Review .. 9 18.6 249.9 A f > I ‘ \ i 
Missouri Ruralis ee 38.7 37.2 336.1 314.5 29,370 28.228 255,455 239,083 23,586 21,103 **Farmer’s Advocate & Home — a — 
ontana Farmer ..... : —_—_  — " x — —- : 5,463 agazine .......... 48.7 44.7 396.9 420.4 058 31, : ; 
Nebraska Farmer ...... 90.3 90.1 701.6 702.6 68,247 & 530,154 531,068 52,182 ,808 | Farmer's Magazine .... 33.5 28.6 357.7 333.5 23,454 36.054 350 281 333.496 ea re 
New England Homestead 30.5 36.1 355.7 5.7 21,332 25,247 249,049 255,560 15,238 18,783 | Free Press Prairie Farmer 114.9 113.0 1,003.7 1,145.7 126,346 124,348 1,117,389 1,274.005 90.045 80.161 
Ohio Farmer esses. $l 49.8 sil 493.1 39.638 25 392,360 376,857 34,093 37,804 | **Western Producer 50.0 48.6 499 553.3 53,465 51,974 534, 92,188 37,071 ‘75 
regon Farmer ....... x . ’ * % . 4 180 G39 Zomce DOVE FOGD2 Weed Wid PREDIC DIGS Bae OTe 
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Michael Stoff, sales manager for The Nassau Bahamas Develop- Taylor Lyman, associate editor A suit to restrain the Fellenz The San Francisco and Los 
the south central division of Con- | ment Board is using full-color page| Of Metal Progress, published by} Coal & Dock Co., Milwaukee, from| Angeles offices of J. Walter 


tinental Distilling Corp., has been 
promoted to assistant sales man- 
ager. He succeeds Mark T. Dietz, 
who has been made general sales 
manager. Mr. Stoff’s headquarters 
will be in Philadelphia. He former- 
ly worked out of New Orleans. 


ads 


in Canadian magazines to 
stress the lifting of currency re- 
strictions for Canadians visiting 
the Bahamas. The campaign will 
run throughout the fall and winter. 
James Lovick & Co., Montreal, is 
the agency. 


Cleveland, has 


west 


American Society 


publisher of the publication. 
George P. Drake, formerly Mid- 
representative, 
named representative in the East, 


for Metals, 
been appointed 


has been 


continuing to use an advertisement 
which, 
Negro in caricature as an old time 
Uncle Tom,” has been filed in the 
circuit court 
James W. Dorsey, Negro attorney 


it 


Thompson Co. have been appointed 
to handle the advertising of Friden 
Calculating Machine Co., San Le- 
andro, Cal.; D. P. Bushnell & Co, 
manufacturer of binoculars and 
optical instruments, and Mutual 


claims, “portrays the 


in Milwaukee by 


( 


a 


Write for your copy of report on 


wavrTrron’ 


Published by 


ASSOCIATION * 666 Lake Shore 


WHY REVIEW DOESN’T HAVE A MILLION CIRCULATION 


We could, easily. All we'd 
have to do is printa 
million copies and 
distribute them toa 
million people. But you 
don't want to buy a lot 

of waste circulation to 
reach the few thousand 
buyers you want to reach 
in the home goods 
industry . .. and you don't 
have to. REVIEW reaches 
the 8,046 dealers and 
buyers who purchase for 
the furniture and home 
furnishings stores that do 
85.4% of the total industry 
volume. They're the men 
you want to reach... and 
you reach more of them 
through REVIEW than 
through any other home 
goods paper, regardless 
of total circulation figures. 


independent survey 


“Executive Reading Habits in the Home Goods Industry.” 


NATIONAL RETAIL FURNITURE 


Drive * Chicago 11 


with headquarters in New York. 
A. P. Ford, advertising sales man- 
ager of Metal Progress, will cover 
the Chicago territory until the 
vacancy made by Mr. Drake is 
filled. 


Petry Appoints Sherin 

Arthur H. Sherin Jr., formerly 
director of TV sales for Avery- 
Knodel, radio-TV station repre- 
sentative, has been named a video 
account executive for Edward 
Petry & Co., New York, radio-TV 
station representative. 


and a member of the advisory 
committee to Wisconsin’s com- 
mission on human rights. He 
claims the ad is “degrading, shock- 
ing and humiliating to the Negro 
race.” T. Newton Moore, president 
of the company, said his concern 
“certainly has no intention of be- 
littling the Negro.” 


Tannenbaum to Weightman 

S. A. Tannenbaum, formerly 
with N. W. Ayer & Son, has been 
elected president of Weightman 
Inc., New York agency. 


Savings & Loan Assn. of Pasadena. 


Arndt Joins Lee Ramsdell 


David Arndt, formerly with 
John Falkner Arndt & Co., has 
joined Lee Ramsdell & Co., Phil- 
adelphia, as vice-president in 
charge of sales and service. 


Santa in Liquor Ads Barred 

The Massachusetts Alcoholic 
Beverages Commission has ruled 
that Santa Claus must not be used 
in any liquor advertising. 


HAPPY TESTING-GROUND 


South Bend is the market for tests you can trust. Results 
obtained here may be used with confidence elsewhere — 
because this market is typical. The 1950 census proves it. 
A major population trend of the past 10 years has been 
the move from big cities to suburban areas. That’s precisely 
what happened in South Bend! The city itself grew 14% 
while the metropolitan area gained 26%. Write for free 
market data book entitled “Test Town, U.S. A.” 
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Defense Profits 


Tax Suggested 
by CED Group 


WASHINGTON, Nov. 16—A de- 
fense profits tax on all corpora- 
tions in addition to the basic tax, 
plus an increase in individual in- 
come taxes and a subsequent in- 
crease in excise taxes, was recom- 
mended here today by the re- 
search and policy committee of the 
Committee for Economic Develop- 
ment. 

Opposing the enactment of an 
excess profits tax, the committee 
said that defense profits taxes 
would raise as much revenue, be 
less inequitable and do less harm 
to the defense effort and the econ- 
omy as a whole. 

Stressing the need for a pay-as- 
you-go program to serve while the 
tax structure is being adjusted to 
long-run needs, the committee out- 
lined an emergency program de- 
signed to check inflation and per- 
mit increases in production while 
raising the additional revenue re- 
quired for rearmament. 


s The corporate and individual 
income taxes recommended by the 
committee would take effect Jan. 
1, 1951, and be replaced at the 
end of next year by a tax program 
which, the committee believes, 
“must be developed to meet the 
needs of a budget that may con- 
tinue to be very large for a very 
long time. 

“There is not now,” the com- 
mittee points out, “any national 
agreement on even the general 
character, let alone the detailed 
specifications, of such a tax pro- 
gram. A conscientious attempt to 
arrive at such an agreement will 
take months of study and dis- 
cussion.” 

Under the committee’s plan, ex- 
cise tax revision would take ef- 
fect later in the year, to meet 
higher military expenditures ex- 
pected in the last half of 1951. 

The statement was released by 
Meyer Kestnbaum, chairman of 
CED’s research and policy com- 
mittee and president of Hart 
Schaffner & Marx, Chicago. It was 
drafted by a subcommittee headed 
by J. Cameron Thomson, president 
of Northwest Bancorporation, 
Minneapolis. 


s The committee defined the es- 
sential difference between a de- 
fense profits tax and an excess 
profits tax. The first, it said, “im- 
poses an additional tax on all prof- 
its, while the second imposes a 
higher tax on a part of profits.” 

The high marginal rate of an ex- 
cess profits tax, the committee 
said, “is in direct conflict with the 
nation’s need for maximum effi- 
ciency in production at all times, 
and especially now.” It pointed 
out that “excess profits taxation 
was an incentive to extravagant 
expenditure for travel and adver- 
tising,” and said that efforts to 
overcome this by internal revenue 
regulations would be ineffective. 

The proposed defense profits 
tax, it said, would be less of a 
handicap to new and growing bus- 
inéss than an excess profits tax, 
and would be easier to administer, 
Since it “does not involve inter- 
minable argument about the ‘nor- 
mality’ of some historical base 
Period.” 

If, as seems a reasonable esti- 
mate in the absence of further in- 
flation, the committee says, cor- 
Poration profits in calendar 1951 
are $40 billion, a basic tax rate 
of 38%, plus a defense profits tax 
of 15%, would leave profits after 
tax of $19 billion, almost exactly 
the average profits after tax of 
1947-49. With taxes at that level, 
it adds, “there would be no in- 
crease in total corporate profits 
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after tax either because of or dur- 
ing the 1951 defense effort.” 


ws Listing six steps necessary be- 
fore we can have a program 
adapted to the needs of a defense 
economy, the committee suggested: 

1. A clear location of responsi- 
bility within government for for- 
mulating a program that is ade- 
quate in total and balanced in its 
parts. 

2. Policies with respect to non- 
military expenditures of govern- 
ment—federal, state and local— 
that are realistic in view of the ex- 
panded military requirements. 

3. A workable plan for achieving 
more economy in military expendi- 
tures. 

4. A program to promote sav- 
ings. 

5. A policy to limit the expan- 
sion of the money supply and bank 
credit. 

6. A tax policy appropriate to 
the needs of a defense economy. 

Five members of the 34-man re- 
search and policy committee, while 
in agreement with the general op- 


position to the excess profits tax, 
dissented from the committee’s 
corporate tax recommendations. 
“The net effect of raising the cor- 
porate tax,” the dissenting group 
noted, “though less damaging than 
the excess profits tax, may be to 
promote rather than restrain in-| 
flation.” The group suggested 
higher excise taxes as less damag- 
ing to the nation. 


Socony-Vacuum Promotes Two 


M. G. DeForest, acting sales en- 
gineer for railroads, has been 


To Morey, Humm & Johnstone 
Morey, Humm & Johnstone, New 
York, has been named to handle 
the advertising of John Wood Co. 
and the John Wood international 
division, New York, effective Jan. 
1. John Wood manufactures Mer- 
ion and Penfield and John Wood 


| electric water and gas heaters. 


Carter Signs TV Series 

Carter Products, New York, 
through Sullivan, Stauffer, Colwell 
& Bayles, is sponsoring a 15-min- 
ute segment of DuMont’s “Satur- 
day Night at Madison Square Gar- 
den,” featuring basketball double- 
headers. Commercials will feature 
Rise, Carter’s shaving cream. 


named eastern railroads sales rep- 
resentative for Socony-Vacuum | 
Oil Co., New York. He succeeds 
J. G. Christopher, who has retired | 
after 40 years with the company. | 
G. A. Hope, of the gasoline and 
fuel oil department, has been ap- 
pointed to succeed Mr. DeForest. 


Williams Forms Own Agency 


Cyril Williams, formerly an 
account executive of McCreery, 
Quick & McElroy, has formed his 
own advertising agency, Cyril 
Williams Co., with offices at 70 E. 
45th St., New York. 
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Sell the “HEART” of the Family 


America’s 


LEADING 


MONTHLY 
to Families with 
YOUNGER 
CHILDREN 


(3 to 10) 
Write for Market Data Folder A 
1018 S. Wabash Ave., Chicago 
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A mature man’s strength, a child’s happy innocence, a young girl's exquisite fragility— 


Ot 


WHAT’S IN A FACE? 


in human faces these express the essential character of a person. 


Type faces are like that, too. Each face has essential characteristics and individual 


differences which impart feeling and express intention in your advertising and 
printed material. 


At Monsen-Chicago you will find 625 different type faces to choose from. Each face 


has a special character, individual color and purposeful feeling — designed to! 
make type do a more effective job for you. 
And if you want to use our years of experience to help you select the type face 
you are seeking, that service is yours at Monsen-Chicago. 


ON THE WEST COAST, IT'S MONSEN-LOS ANGELES AT 928 FIGUEROA STREET 
EAST OF THE ROCKIES, IT'S MONSEN-CHICAGO AT 22 EAST ILLINOIS STREET 


Monsen 


CHICAGO 
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Florida Citrus Industry Problems 


Threaten Continued Expansion 


But Most Believe That 
Concentrate Business 
Will Continue Growth 


LAKELAND, Fia., Nov. 13—After 
five years of jet-propelled expan- 
sion, the lusty Florida citrus con- 
centrate industry has run into 
trouble. 

In the past five years, the in- 
dustry has expanded 100 times. 
Last year, 19,700,000 boxes of the 
state’s 57,800,000-box orange crop 
went into concentrated juice. 

Last year’s growth, reminiscent 
of oil industry boom days, pushed 
the price of oranges to $3.50 and 
vastly increased the value of pro- 


MAGAZINE CLIPPINGS 
AID BUSINESS 


Clippings from the business press, 
farm publications and consumer 
magazines can supply valuable infor- 
mation in the operation of business. 
Used by business organizations and 
their advertising agencies for collect- 
ing editorial publicity, for maintain- 
ing competitive advertising files, for 
making research and market studies 
and for developing sales prospects. 
Booklet No. 50 Clippings Aid Business 
Booklet No. 60 Magazines Read by Bacon's 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 


ducing groves and new plantings. 

According to Bill Abbott, staff 
writer on the Tampa Tribune, the 
rise in Florida prices pushed the 
retail price of 6-oz. cans of con- 
centrate to 31¢. But then, he adds, 
“the customer looked the other 
way.” 


ws As a result, the pipelines are 
choked and retail prices of orange 
concentrate have dropped steadily 
—to 28¢, then to 25¢, to 22¢ and, in 
a few instances, to 17¢. 

In his analysis of the industry’s 
position, Mr. Abbott says that the 
drop in retail prices has boomer- 
anged. The orange juice concen- 
trate competes with fresh fruit, 
and has steadily pushed the price 
of fresh fruit down. : 

If the high-price concentrate 
left over from last season is not 
moved quickly, the current crop 
will be marketed profitably only 
with difficulty. 

In addition, the industry now is 
geared to convert 40,000,000 boxes 
of fruit into concentrate—double 
last season’s output. 


w Despite the outlook, however, 
Mr. Abbott insists that, while 
representatives of both the con- 
centrate and fresh citrus industries 
are concerned, they are not pessi- 
mistic. 


They look to the $1,500,000 con- 
sumer advertising campaign (AA, 
Sept. 25) to help move this sea- 
son’s citrus crop. In addition to the 
consumer drive, handled through 
J. Walter Thompson Co., the in- 
dustry will spend $108,000 on a 
medical and dental campaign 
(through Noyes & Sproul Inc.), 
and $7,000 for an internal Florida 
push. 

Of major importance to the 
entire industry, however, is the 
new spirit of cooperation between 
growers and concentrators. 

Both segments of the industry 
appear to have become convinced 
that neither growers nor concen- 
trators will go forward alone—con- 
ditions must enable both to prosper 
at the same time. 


s In his discerning analysis, Mr. 
Abbott notes that three of the “big 
four” concentrators—Minute Maid 
Corp., with an indicated capacity 
of 89,100 gallons a day; Snow Crop 
(Clinton Foods Inc.), 79,700 gallon 
daily capacity, and Pasco Packing 
Co., 68,000 gallon capacity—now 
are both growers and concentra- 
tors. 

Snow Crop now holds 15,500 
acres of groves. Minute Maid says 
it has about 3,500 acres and Pasco 
1,100 acres. While the total still 
is a small fraction of Florida’s 290,- 
000 acres of oranges and 95,000 
acres of grapefruit, “it is enough,” 
says Mr. Abbott, “to make con- 
centrate grove owners sympathetic 
to the general level of grove re- 
turns.” 

General Foods (Birds Eye), the 


General Offices + 


to here... 
it’s a matter of Envelopes 


Having the correct envelope for each particular 
use is a “must” if your mailing department is to 
operate efficiently. 

U.S.E. provides a Mail Master Kit (shown at 
right) which contains the answer — with samples 
— to a number of first-, third- and fourth-class 
mail problems. The wall card shows envelope 
types and sizes, making it easy to pick out the 
proper envelope every time. Ask your printer or 
paper merchant, or write directly to us for a free 
copy of the U.S.E, Mail Master Kit, 


UNITED STATES ENVELOPE COMPANY r/ 
DIVISIONS FROM COAST TO COAST 


E-7A 


Springfield 2, Massachusetts 
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challenging profession it is. 


lhe Creative Wlans Corner 


Getting down on paper the dream in the mind is the prob- 
lem that plagues most writers—and makes advertising the 


Best known of all stories illustrating the greased-pig char- 
acter of most words is probably the one about the copywriter 
who turned out a Christmas commercial for Gruen watches. 
As typed, the commercial passed the copy supervisor, the ac- 
count executive, was approved by the client, and finally went 
on the air. As orated by the announcer, it came out as fol- 
lows: “And this Christmas Eve, after the tree has been trim- 
med, the children tucked in their beds and the house is still 
and quiet, take your wife in your arms, whisper sweet 


ete. A 


If you're feeling self-conscious about 
your hair getting thin on top or 
receding at the temples, don’t call 
attention to it by plastering your hair 
down with greasy, sticky products 
which leave an unsightly, dirt-trap- 
ing. shiny film on the scalp. Now 
the time to graduate to Krem!! 
ml Hair Tonic is different from 

any dressing you've ever used. It 
never looks greasy or sticky—it 
never plasters hair down. Instead, 


MEN OVER 25 WHOSE HAIR IS 
GETTING THIN-GROOM IT WITH 


ad 


oughly spread 
through the hair 
and make it look 
naturally well-groomed—make hat 
look thicker, more abundant. Also 
unsurpassed to remove dandruff 
flakes and give sleepy scalps a 
delightful ‘wake-up’ tingle. Ask for 
the new large 16-oz. size of 

Hair Tonic and save nearly 50%. 


really appealing!” 


Joe, if you don’t mind. 


nothings in her ear, and give her the surprise of her life— 
give her a gorgeous—uh—Elgin!” 

Those familiar with the story will recognize the liberties 
taken by yours truly. They will probably also remember the 
story of the typographer who left out the “e” in the caption 
of the dress ad that read, “In this creation, you will look 


Not all these slips that pass in the night, as the Reader’s 
Digest usually calls them, can be blamed on typographers 
—or commercial writers who fail to read their commercials 
aloud. Perhaps the caption on this Kreml ad can be blamed 
on sheer exhaustion. Anyway, if you don’t get it the first 
time, read it again. Eventually, you must come to the con- 
clusion that if you wish to keep your hair, one tonic you'll 
never use on it is Kreml. Not if it removes your hair as ef- 
fectively as this headline promises it will. Just comb it dry, 


Winter’s just around the corner. 


fourth member of the “big four,” 
has not engaged in grove purchas- 
ing and none of the others pro- 
duces enough fruit from its own 
holdings to fill processing require- 
ments. 


a “Thus,” says Mr. Abbott, “most 


concentrators face the double-edge 
problem of profitable grove and 
marketing operation. They are 
trying to iron out the peaks and 
valleys of citrus prices.” 

He quotes the vice-president of 
Minute Maid Corp., H. R. Cloud, 
to support his argument. Minute 
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THIS ON YOUR PHONE 


. . . Write or Phone for 


one of our Representatives 
—Let us show you samples of work 
we are doing for successful institutions 


FAITHORN CORPORATION 


-+ You will find 
it a satisfying 
number because 
it opens the 
quick, sure way 
to the complete 
and economical 
handling of 
your production 
requirements. 


Ad-Setters * Engravers ¢ Printers 


400 N. Rush St., Chicago 11 > WHitehall 4-2300 
DAY AND NIGHT 


PRINTING 


SERVICS 
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Maid, said Mr. Cloud, will gear 
uction this season to cost and 
not to volume. “At the end of last 
season,” he said, “we found our- 
selves in.the commodity specula- 
tion business, rather than in food 
merchandising. We produced more 
than 8,000,000 gallons of concen- 
trate, but the cost was high. 

“If concentrators are to move a 
larger proportion of this season’s 
larger crop,” said Mr. Cloud, “it 
must be at a more equitable price 
and one the retail buyer will ac- 


cept.” 


gs To achieve this year’s capacity 
of 40,000,000 gallons, the Florida 
orange juice concentrators must 
meet three other problems: 

First, California has entered the 
concentrate field and now is con- 
centrating a large part of its Val- 
encia orange crop. 

Second, uncarbonated “ades,” 
containing a smail amount of 
citrus juice but selling for about 
25¢ per 46-oz. can, could be an 
asset or a liability, depending on 
how they are promoted to and ac- 
cepted by the public. 

Their lower price puts them in 
competition with citrus concen- 
trates, but at the same time they 
are becoming an important factor 
in the soft drink field. If they in- 
crease in importance as soft drinks, 
the net result would be a strength- 
ening in the entire citrus industry. 
However, there is a great deal of 
controversy among industry mem- 
bers as to whether “ades” are a 
help or a hindrance. 

The third problem revolves 
around the need for working out 
a method for achieving the re- 
quired intra-industry cooperation. 
There is a growing interest in long- 
term contracts for fruit. There also 
is some talk of establishing profit- 
sharing plans for both concentra- 
tors and growers. 


s The concentrate plants are ex- 
pected to begin packing the cur- 
rent crop in about a month. The 
following table, prepared by Mr. 
Abbott from Florida Citrus Com- 
mission data, suggests the relative 
standings of concentrate producers 
(it does not include data on several 
plants now being expanded): 
Gallons of eam Per aed 


1950 Increase 1951 
Minute Maid, 
Plymouth 
Minute Maid, 
Leesburg 
Ridge Concen- 
trates Inc., 
Davenport, for 
Minute Maid ......... 


36,000 


6,000 23,100 


tries, Dunedin, 
for Snow Crop .... 
Florence Foods, 
Inc., Florence 
Villa, for 
Snow Crop osesessese 
Adams Packing 
Co., Auburndale, 
for Snow Crop .. 
Plymouth Citrus 
Growers’ Assn., 
partly for 
Snow Crop ........... 
McDonald Division 
of Clinton Foods, 
Inc., Auburndale, 


30,000 


10,000 10,000 


- 10,000 10,000 


6,000 


for Snow Crop .... 5,700 5,700 


Pasco Packing Co., 


14,000 


Canners Co-Op, 
Lake Wales, 
Partly for 
| 
Lakeland Highlands 
Canning Co., 
Highland City, 
for Birds Eye ........ 
Snively Groves, Inc., 
Winter Haven, 
for Birds Eye ........ 
Libby, McNeill & 
Libby, Ocala ........ 
Sargeant Concen- 


34,800 


11,340 
7,000 


7,000 

Winter Garden 
Citrus Co-Op, 
Winter Garden .... 


10,000 20,000 


10,000 10,000 
6,000 6,000 


4,000 4,000 
86,340 358,280 


Totals ....cccese 271,940 


AFA Announces Judges For 
1951 Club Awards Contest 


The Advertising Federation of 
America has appointed a commit- 
tee of judges for the 1951 Club 
Achievement Awards competition, 
which it sponsors. They are: Frank 
Braucher, president, Magazine Ad- 
vertising Bureau; Vernon Brooks, 
director of advertising, Scripps 
Howard newspapers; Samuel C. 
Gale, vice-president, General 
Mills; Eldridge Peterson, editor, 
Printers’ Ink; and Paul B. West, 
president, Assn. of National Ad- 
vertisers. 

Six awards—first and second— 
will be made in three classifica- 
tions: Advertising education, pub- 
lic service through advertising, and 
public relations for advertising. 
The contest closes May 1, and 
awards will be presented at the 
ae convention in St. Louis, June 
10-13. 


ABC Promotes Hansen 

John Hansen, formerly assistant 
sales promotion manager of Amer- 
ican Broadcasting Co. in Los 
Angeles, has been named sales 
promotion manager. 


pA. 


—_— fan es 


ANOTHER TIE-IN—General Mills and Wesson Oil & Snowdrift Sales Co. join 
forces to run this spread in eight magazines in December. GM _ recently 
tied in with Armour and with American Cranberry Exchange in similar magazine ads. 


Baldwin Changes Name Baldwin acquires all the assets of 

Baldwin Locomotive Works,| Lima-Hamilton Corp., Hamilton, 
Philadelphia, will change its name | O., engines and machine tools, and 
to Baldwin-Lima-Hamilton Corp.|can machinery, in exchange for 
The renaming will take place when| stock of Baldwin-Lima-Hamilton. 
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Appoints Dorrance-Waddell 


Joan Nyola Inc., New York, 
maker of NailFilm, a new “peel- 
off” type of nail coloring, has 
placed its advertising with Dor- 
rance-Waddell, New York. A cam- 
paign has been scheduled for the 
eastern markets, starting Jan. 8, 
when the new product will be first 
introduced through chain drug and 
department stores. 6 temee: and 
radio will be 


Cooperative Names Rumrill 
Charles L. Rumrill & Co., Roch- 
ester, N. Y., has been named by 
the Rochester Grocers’ Coopera- 
tive, comprising more than 150 
independent stores in the Roch- 
ester area, to direct its advertising. 


‘THE LETTER SHOP, Inc. 


431 5. Dearborn St., Chicago 5, Illinois 


THE REAL RADIO AUDIENCE 
IS GREATER THAN YOU THINK! 


*“Sets-In-Use” Figures Must Be Multiplied 
to Determine True Audienee! 


eee we ee IN IOWA HOMES HEARD BY DIFFERENT NUMBERS OF PEOPLE 


In Iowa, does the average “tuned-in” radio set have 
just one listener, or is it more apt to have two or 
three? What’s the difference on Saturday and Sun- 
day ... on farms and in the city? 


The 1950 Iowa Radio Audience Survey* provides 
reliable answers to these questions—answers com- 
piled from diaries kept for 48,701 quarter hours 
at the time of listening by 930 scientifically-selected 
Iowa homes. It shows that 60% of the time on week- 
days, a “set-in-use” has two or more listeners! 
Weekend figures are even higher—71.0% on 


particular. 


Saturday and 79.7% on Sunday! 


The above table tells the story . . . proves that in 
Iowa, the “single listener”’ is 


than the rule! 


When broken down into urban, village and farm 
categories, the “sets-in-use”’ audience varies in some 
respects ... remains constant in others. Complete 
details in the Survey itself. 


In addition to revealing many such hitherto un- 
known facts as the above, the 1950 Iowa Radio 
Audience Survey contains much additional proof 
that Iowa listening is at an all-time high! Also WHO 
continues to dominate the great Iowa audience. 


the exception rather 


Get your copy of this invaluable survey, today. 
Write direct, or ask Free & Peters. 


* The 1950 Iowa Radio Audience Survey is the thirteenth 
annual study of radio listening habits in Iowa. It was con- 
ducted by Dr. F. L. Whan of Wichita University and his staff. 
It is based on personal interviews with 9,110 Iowa families 
and diary records kept by 930 Iowa families—all scientifi- 
cally selected from Iowa’s cities, towns, villages and farms. 
It is a “must” for every advertising, sales or marketing man 
who is interested in radio in general, and the Iowa market in 
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Des Moines eee 50,000 Watts 
Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


FREE & PETERS, INC. 
National Representatives 
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October Sales of Chain Stores 


% Gain 
1950 1949 or loss 


10 _months——-—.%%Gaiy 
1950 1949 or loss 


tGrand Union ..... $ 11,942,012 $ 10,262,191 +16.4 $ 103,103,979 $ 89,149,270 4157 
67,213,439 59,114,776 +14.0 644,972,727 616,956,038 
997 233,591,373 206,846,292 +129 
86,352,957 83,781 , 918,851,449 931,687,191 — 14 
Group Total ..... $190,092,405 $174,149,440 + 9.2 $1,900,519,528 $1,844,638,791 + 39 
Mail Order 
“Sears, Roebuck ... .313,959 $202,931,230 
GED “Sa ccddassce 13,006,916 
“Montgomery Ward . 113,036,795 
Group Total ....$348,357,670 
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N.Y. AGENCY 
PRESIDENT 
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4,116,562 

Walgreen ......... 13,715,237 

Group Total ....$ 17,831,799 
Variety and Miscellaneous 


*Angerman Co., Inc. $ 
Beck, A. S. Shoe .. 


~ 
» 
® 
~~ 
ou 


Sd 
J 
= 


711,094 
3,151,715 


ty 
Fi 
g 
3 
A 
San 
ERES 
Seas 8 


5 
g 
ar 
$ 


527 7,347,537 + 34 
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13,584,077 
32,665,851 


7 

a 

° 

H&E 

3 

8 
nePRe 
HRRONUS 


even if : 


* Over a million dollars in 3 important accounts; 


another million available if he considers it desirable 


for several of his present executive group to join his 


new association. 


You undoubtedly know of this man and his excellent reputation as the head of a fully recog- 
nized agency. He is tired of “going it alone’. He is ready to put his energy, experience and 


selling ability to work for a partner or a group who realize and need the advantage of 


additional strength in their present organization. His own income (which has ranged from 
$50,000 to $85,000 annually since he started his own agency a few years ago) and the 
salaries of a small, loyal and experienced group of executives and junior executives is 


entirely covered by the profitable billing this man’ is now serving.“ 


He is not looking for a soft berth. 


He does not expect to lose any bill- 
ing in 1951... and is ready to put 
his base salary on a “pay-as-he- 
goes" basis, with a plus for the new 
business he will secure with his new 
associates. 


He is ready to move into a going 
agency as a top executive or will 
consider the forming of a new agen- 
cy with one or two principals whose 
experience and contribution — will 
round out a top-flight agency .. . 
capable of substantial immediate 
profits and one that can achieve an 
important position overnight in the 
agency field. 


He will also consider heading a New 
York office branch of an out-of-New 
York agency, provided he is given 
(1) control in the N.Y. corporation 
and (2) an interest in the home of- 
fice corporation. 


He is ready to provide and com- 
pletely furnish an outstanding office 
in the heart of the Madison-Park- 
Lexington Ave. area, at his own ex- 
pense. 


He can be ready to do business on 
January 1, 1951, with a complete 
agency group (including an experi- 
enced Radio-Television Department.) 


... He is about 45, Protestant, in perfect health. He is a good new business man... believes 


in publicity and promotion for the agency ...is both practical and creative in plans—board 


meetings, and knows how to implement conference words into action. 


Your reply will, of course, be treated with the strictest personal confidence. Box 7755, 


Advertising Age, 200 E. Illinois St., Chicago 11, Ill. 
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Group Total 


Combined Total 


+ 
EA 


10,357,181 
127,637,000 


944 
465,621,673 451,728,325 + 31 


.. . -§344,797,734 $329,610,542 + 46 $2,997,451,971 $2,877,880,049 + 42 
. -§901,079,608 $849,740,649 + 6.0 $7,962,982,486 $7,472,216,218 + 66 


tFour weeks ending Oct. 7. {Four weeks and 35 weeks. “Nine months. *Three months. °Eight months, 


“Four weeks and 43 


Crain, Keezer 
Say Excise Tax 
Halts Inflation 


New York, Nov. 13—Greater 
production and excise taxes—not 
controls and excess profit taxes— 
are the keys to checking the pres- 
ent inflationary trend. This was 
the opinion of two speakers, G. D. 
Crain Jr., president and publisher 
of Advertising Publications, and 
Dexter M. Keezer, director of the 
department of economics, Mc- 
Graw-Hill, at a Dotted Line Club 
luncheon here today. 

Excess profit taxes, Mr. Crain 
said, “tend to make people think 
of advertising as a quick and easy 
way to dispose of tax dollars.” 
Such an attitude bodes no good, 
especially, he said, after the Ad- 
vertising Council has done such a 
good job of showing how ads can 
be used successfully to promote the 
public welfare. 

Advertising in general probably 
will not suffer under the present 
economy, Mr. Crain said. “We have 
been in a period of the greatest 
advertising boom in our history” 
and “we’re still riding the crest of 
that wave.” 


a Reviewing the rise of advertis- 
ing in the past 15 years, Mr. Crain 
pointed to charts showing business 
paper advertising revenue. In 1933, 
business papers carried $32,000,000 
in ads. Last year, revenue was 
$222,500,000, a drop from the peak 
of $225,000,000 in 1948. During the 
same period, advertising in six 
general media rose from $300,- 
000,000 to $1.3 billion. 

Although actual revenue dropped 
last year, another significant 
downward trend was checked this 
year—the total number of adver- 
tising pages carried. Since 1945, 
this volume had been receding, 
despite increased dollar intake. In 
August, probably due to the Kore- 
an War, the curve was stopped. 

“If that trend continues, we may 
find 1951 the biggest year for the 
business press from the standpoint 
of dollars and volume,” Mr. Crain 


said. In justification, he pointed 
out that “business paper rates 
have not been inflated and they 
represent a good buy for adver- 
tisers.” 


s Industries that are making in- 
creased use of consumer advertis- 
ing bear watching, Mr. Crain said, 
because “in the industrial field, 
advertising appropriations (for 
business papers) apparently have 
not risen as fast as sales volume.” 

Business papers are “lacking in 
sales research and other specific 
information that other media are 
working with,” he declared, ex- 
pressing hope that business pub- 
lishers in the future will support 
some kind of research organiza- 
tion. 

Concluding, Mr. Crain pointed 
out that the two greatest problems 
facing the country today are (1) 
national security and (2) inflation. 
One of the solutions is greater pro- 
duction, and in this connection 
business paper space salesmen can 
make an important contribution to 
the economy by implementing 
greater production. 


a “Let’s swamp the shortages with 
production, not controls,” Dexter 
M. Keezer declared, asserting that 
even though defense and foreign 
aid appropriations will probably 
reach $50 billion by the end of 
1951, 85% of over-all production 
will be for the civilian economy. 

Since the Korean conflict 
wholesale prices are up 8% and 
a steady cost increase is building 
up under the initial price increase. 
Wholesale prices will probably rise 
50% by the end of 1951, he said, 
“and it can’t come down.” 

Concurrently, the inflationary 
gap will probably be $50 billion 
by the end of next year—“money 
pouring in and nowhere to spend 
it.” Excess profit taxes are not the 
answer; they serve as an “encour 
agement to waste.” Direct controls 
won’t stop inflation either, in Mr. 
Keezer’s opinion. 

Increased production is one solu- 
tion, he said, and more and better 
taxes—the excise variety—is an- 
other. “Industrial payrolls, no 
upper-bracket income, fo 
prices up,” and excise taxes @ 
one means of checking the spiré 


Mr. Keezer believes. 
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Sfirst half of 1950. Barring a turn 


Materials Supply for Civilians 
Will Drop Greatly in 1951 


WASHINGTON, Nov. 16—NPA’s 
aluminum order is the tip-off on 
industrial mobilization for the first 
palf of 1951. Non-military use of 
aluminum is cut to 65% of the 


of events, the quotas should hold 
for full period. 
Beyond mid-1951, the outlook is 
uncertain, pending congressional 
action on requests for military 
funds. Present thinking here is that 
the supply of materials for civil- 
jans in the second half of 1951 will 
be considerably more stringent 
than in the first half. 
In off-the-record sessions, in- 
formed officials are predicting that 
afull “controlled materials plan” 
—similar to wartime CMP—will 
be needed by summer. 
NPA’s present policy is to cut 
deep—deeper than defense orders 
require. NPA Chief William Har- 
rison is backing up stockpiling, 
even if it involves shut-downs for 
durable goods producers. 

7 ° + 
Refusal of William McNear Rand 
to be price stabilizer confounded 
the confusion at Economic Stabil- 
ization Agency. Acceptance was 
“leaked” and set up an immediate 
backfire from labor. 

Congress was none too specific 
in writing the price-wage control 
statute. For example, there ap- 
pears to be ample statutory author- 
ity for a ruling which would ex- 
empt the entire publishing indus- 
try from wage control, simply on 
the grounds that it was specifically 
exempt from price control. 

That’s merely one of the details 
that ESA staff members are de- 
bating over their mid-morning 
coffee. 

~ * * 


Senate small business committee 
staff members are embarrassed 
over premature release of a re- 
port on the soft drink industry, 
highly critical of Coca-Cola’s bus- 
iness policies. 

A committee draft was slipped 
toa national news magazine and 
to Coca-Cola, reportedly by a sen- 
ator. Official release of the report 
has been held up, however, pend- 
ing clearance by the full commit- 
tee. Clearance—if it comes—is at 
least two weeks off. 


With the election 10 days be- 
hind them, administration sup- 


ee 


PRINTING TYPES 
and How to Use Them 


New Book by Carnegie Press 


by Stanley C. Hlasta, Assistant Head, Dept. 
Printin, #, Carnegie Institute of 


of M 
Technology. $7.50 
A complete, up-to-date study for: 
L* Printers * Publishers 
* Advertisers © Editors 
* Students of © Advertising, Public 
Printing Relations Executive: 


mune together invaluable information, includ- 


1. Reproductions of alphabets of selected faces. 
3. An interesting and useful account of the 
and development of each type face. 

3. pr: ef distin- 

With illustrations. 

4. Listings of ailable 
frem found tad 
companies. — 


5. Shasested combinations of 


6. Classification of faces. 
1A clear of 
and to use 


S, 
fo’ 
es a 


spire 


CARNEGIE press 


Carnegie Institute of Technelogy 
Pittsburgh 13 
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porters are still finding it hard to 
find much solace in the Nov. 7 
balloting. The best they can do is 
insist that the 82nd Congress actu- 
ally will not be too different from 
the 81st. 

By that they mean that conser- 
vatives—Republicans and south- 
ern Democrats—pretty much have 
their way in the 81st Congress. 
The big difference, as they see it, 
is on occasions when the Presi- 
dent uses his veto. With Lucas, 
Myers, Pepper, Graham and El- 
bert Thomas gone, it will be hard- 
er for the President to make his 
vetoes stick. 

a ® . 

Four of the Democratic House 
casualties in the Nov. 7 election 


were freshman members of the 
House post office committee— 
Crook (Ind.), Buckley (Tll.), Karst 
(Mo.) and Gorski (N.Y.). Rep. 
Crook went down screaming. He 
says publishers gave “free ad- 
vertising” to the GOP, through 
pro-Republican editorials and 
news stories. 
e € o 

NPA pulled the rug out from 
under lumber yards which have 
used the inventory ceiling order 
as an excuse for escaping the re- 
sults of some unwise buying poli- 
cies which yards followed last 
summer. Hopeful of beating the 
upward price swing, yards had 
contracted ahead for lumber at 
high prices. Subsequently, lumber 
prices have been moving down- 
ward and yards regretted the pur- 
chases. ; 

NPA’s inventory ceiling was a 
convenient out. The yards simply 
notified mills they were over- 
stocked, unable to accept delivery. 
But NPA has ruled mills have a 
right to refuse cancelations—in- 
sist on delivery at a future date. 


Nancy Sasser to Appear 
in Two More Publications 


Nancy Sasser’s magazine column 
will be carried by both French and 
English versions of the Canadian | 
Reader’s Digest beginning with the | 
April issue. The column will ap- | 
pear as a four-color spread, with | 
space for ten advertisers. Sold on | 
a 12 and six-time basis, the 12- 
time charge per insertion is $750, 
and $775 for six-time insertions. 

The column also will be carried 
as a four-color spread in Good 
Housekeeping beginning in Janu- 
ary, and the space is sold out 
through 1951. Ladies’ Home Jour- 
nal and The Saturday Evening 
Post, which began carrying the 
column in 1949, will continue to do 


57 


Names Alport & O'Rourke 


Alport & O’Rourke, San Fran- 
cisco, has been named to direct the 
advertising and sales promo- 
tion of Johnson-Williams Ltd., 
Palo Alto, Cal., manufacturer of 
combustible gas alarms and preci- 
sion instruments for marine and 
industrial applications. Trade ad- 
vertising and direct mail will be 
used, starting in January. 


Arndt Appoints John Burr 

John Read Burr, specialist in 
grocery products merchandising, 
has joined John Falkner Arndt & 
Co., Philadelphia, as a member of 
the agency’s executive staff. His 
appointment coincides with the 
agency’s expansion in the pack- 
aged goods field. ; 


<= for point-of-sale material or advertising mess- = 
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ages. Easel or Wall hanger styles. Made of 
steel in any color Baked Enamel or Laquer. 


THE YARDER MANUFACTURING CO. 
TOLEDO 


816 PHILLIPS AVE,, 


12, OHIO 
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What Do These Words Mean to 
Contestants and Clients Alike? 


In a word, confidence. 
Confidence strong enough to overcome the natural suspicion of 


winners are picked by chance. 


Confidence strong enough to forestall possible ill will for your 
product among the losers. 
Confidence that springs from one thing—Donnelley’s reputation 
in the contest judging field. 
This reputation is by no means self styled nor wishful puffery. 
Indeed, proof that Donnelley’s remarkable reputation is justified is 
evidenced by: 


(1) the large volume of mail we receive asking us to clear 


(4) a guarantee by Donnelleys protecting clients against 


Your next contest deserves the Donnelley reputation behind it— 
the kind of reputation you'd like associated with the product you 


When you first start thinki 
first—call or write the nearest 


305 E.45th ST. 
NEW YORK 17, N.Y. 


up misconceptions about contest judging 
a state supreme court decision upholding Donnelley’s 
judging method as petent and impartial 


many feature stories in national and local 
that have educated the public about Donnel 
tial judging standards 


ublications 
*s impar- 


financial loss arising out of suits charging negligent or 
unfair judging 


contests, get our contest thinking 
nnelley listed below. 


THE REUBEN H. DONNELLEY CORPORATION 


* 980 €.22nd ST. 
“CHICAGO 16, ILL 


727 VENICE BLVD. 
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your best buy! 


‘RESPONSE WAS 
Positively THE BEST 


This publisher wanted a rep, so he ran classified 
ads in various publications. In commenting on 
the results, he said, “The response from 
ADVERTISING AGE was positively the best.” 
That’s all. And it’s natural: 

With the fastest printing schedule in the field, 
ADVERTISING AGE’s news content commands 
immediate, intensive readership. . . . ADVER- 
TISING AGE’s classified columns — “The Ad- 
vertising Market Place” — are read first. Result 
— your ad gets results! Try it and see, whether 
you want a job, want a man, or want to sell 
either equipment or services. The low rate for 
the big circulation where it counts, makes it 


No. 3798. Vacation Habits of 
Southern Farm Families. 

This study offered by The Pro- 
gressive Farmer, based on reports 
of a recent survey made of some of 
its subscribers in 14 southern 
states, gives factual information on 
how and where the southern farm- 
er takes a vacation. What they do, 
whether they go hunting, fishing 
or camping, as well as the brands 
and type of equipment they pur- 
chase are tabulated in the report. 


No. 3800. Inside Story of the Ho- 
tel Market. 

A behind-the-scenes story of 
how departments in a hotel func- 
tion, yearly food and equipment 
needs and the personnel respon- 
sible for hotel purchases, is told 
in this brochure offered by Hotel 
Management. The story is told in 
a picture sequence of a typical 
couple, illustrating their activities 
as hotel guests from registration 
to check-out, and itemizing equip- 
ment, supplies and services con- 
tributing to their entertainment. 


No. 3801. Handbook of Popular 
Body Type Faces. 

Fifteen type faces are listed in 
this handy folder offered by the 
Mergenthaler Linotype Co. The 
booklet tells what reproduction 
methods produce the best results, 
recommends paper stock, and 
shows the kind of work for which 
each particular face is best suited. 
Type face sizes and the combina- 
tions available are listed under 
each type heading. 


No. 3803. Iowa Farm Home Refrig- 
eration Survey. 

The potential market for refrig- 
erators and food freezer equipment 
among Iowa farm homes is con- 
tained in this new survey issued 
by Wallaces’ Farmer and Iowa 
Homestead. In addition to giving 
vital information as to the type, 
brand, age and size of these two 
units now owned or planned for 


Note: Inquiries for the items listed above will not be serviced beyond Jan. 1. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADvERTISING AGE 


200 E. Illinois St., Chicago 11, Ill. 


—please print or type) 


Information for Advertisers 


future purchase, the survey con- 
tains a section devoted to sugges- 
tions which, in the opinion of those 
answering the survey, will make 
| the refrigerators and home freez- 
/ers more adaptable to farm use. 


No. 3806. 1951 Petroleum Refining 

Market. 

What gas and oil processing 
plants buy, how equipment is 
bought and the identification of 
the buyers and specifiers by titles 
is given in this 40-page market 
data book on the domestic and 
export refining, natural gasoline 
and petrochemical industry issued 
by Petroleum Refiner. It contains 
a list of operating natural gasoline 
and petrochemical plants in the 
U. S. and the publication’s cover- 
age of these plants, as well as a 
current list of plant construction 
under way or planned. 


No. 3807. Newspapers Serving the 

Ohio Select Market. 

Market and media data on the 
various cities and counties covered 
by the 51 local newspapers which 
make up the Ohio Select List are 
contained in a new booklet pre- 
pared by the John W. Cullen Co., 
publishers’ representative. In addi- 
ion to population, retail sales and 
circulation figures, the booklet 
features a holiday calendar listing 
the different newspapers which 
publish on each of the holidays. 


No. 3808. Analysis of Family Buy- 
ing Plans, Home Ownership. 

What American home owners 
think about product advertising, 
as well as their opinions and pref- 
erences when it comes to buying 
homes, home furnishings, kitchen 
and major equipment and sundries, 
are reported in this study by The 
American Home. The 25th in a 
continuing series of Reader-Con- 
sumer Report Panel reports, it also 
discusses heating and repair prob- 
lems, care of the garden and decor- 


Please send me the following (insert number of each item wanted 


ating. 


NAME ee TITLE 

COMPANY “ 
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THE ADVERTISING MARKET PLACE 


column inch. Regular card discounts, 


Rates: 75¢ per line, minimum charge $3. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Deadline Wednesday noon 12 days pre- 
ceding publication date. Display classified takes card rate of $11.25 per 


size and frequency, apply on display. 


HELP WANTED 


POSITIONS WANTED 


PX Copywriter for Trade Tepers... ane 
Electrical Products Mfr. 
GEORGE WILLIAMS—PERSONNEL 
209 S State St. Ha 7-2063 Chicago 4 


ARTIST-PRODUCTION MANAGER 
Want experienced artist-art director with 
flair for smart advertising illustration and 
figure work, and sound creative ideas. 
Must have well-rounded production ex- 
perience. Applicant should be 30-35, Sal- 
ary in line with ability. Permanent sit- 
uation with well-rated, recognized ex- 
ponding agency in Southeast. Write in de- 
tail. 

Box 3461, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Advertising manager for old established 
Southern trade paper. Good salary and at- 
tractive. incentives for a real producer. 
Give complete resume of your qualifica- 
tions and experience in first letter. 

Box 3462, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


SALES PROMOTION MANAGER 
Leading midwest poultry equipment man- 
ufacturer has opening for experienced 
sales promotion manager. Prefer man 30- 
40 with college education, who has 
reached top in small business and ready 
for bigger opportunities. Must be able to 
create and produce direct mail advertis- 
ing. Write good sales letters, handle sales 
correspondence, coordinate sales and ad- 
vertising programs. Knowledge of poul- 
try industry desired. Our men know about 
this advertisement. In applying send let- 
ter of qualifications, present employment 
and salary. Address 

Box 3469, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 


ACCOUNT MAN 
We are a small, recognized agency—well 
financed, with accounts in all fields. The 
man we want need not control any busi- 
ness. He should be able to solicit accounts 
(from his own leads as well as ours)— 
and then fully service them (including 
some copy). Car essential. Attractive 
proposition. Please send complete resume, 
in strict confidence. Address: 

Post Office Box 6001, Chicago, Ill. 


P. R. Account Executive 

Top midwest public relations & publicity 
firm has opening for account executive 
with proved ability to report, write, de- 
velop ideas and work with top manage- 
ment of clients. Write in full on qualifica- 
tions, salary requirements, etc. for ap- 
pointment. 

Box 3474, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


Desirable Openings For 
ADVERTISING 
EDITORIAL 
ART PERSONNEL 
Ask for ELINOR KENT 
MONARCH PERSONNEL 
28 E. Jackson Rm. 1114 Wa 2-9400 Chgo 


Advertising salesmen with proven sales 
record public speaking ability to 
sell new Public Relations Program to 
Chambers of Commerce, every town. High 
commissions & repeat business. Most 
states open. Rocky Mountain Booking Co., 
Englewood, Colorado 


PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising, Advertis- 
ing, Sales Promotion and Management. 
*AND* 
Writers, Publicity, Public Relations, Me- 
dia, Art and Production talent. 
THE HONES COMPANY 
14 E. Jackson Blvd. Chicago 4, Ill. 


REPRESENTATIVES WANTED 


SALES REPRESENTATIVES 
Established motion picture producer wants 
a qualified representative in New York, 
Chicago and San Francisco to sell all 
types of motion pictures to advertising 
agencies and industrial concerns. Liberal 
commission and expense account. Write 
detailed qualifications to 

Box 3429, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ATTENTION ADVERTISING 

AND PRINTING SALESMEN 
Fifty year old lithographer with new 
method of color control is looking for 
representative who desires to substantial- 
ly increase income. Our printing is easy 
to sell because we have the process that 
advertisers have been seeking for so many 
years. The printed result, in four colors, 
is almost beyond belief in fidelity of re- 
production and brilliance of color. 


We have many inquiries from advertisers 
and agencies and need man to represent 
us in Rochester, Pittsburgh, Cleveland, 
Indianapolis, and Louisville. You should 
be able to handle our line in addition to 
your present line. 


Give us full information concerning ex- 
perience, age and general qualifications. 
Box 3481, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Agencies with 10 
to 40 Employees 


Would you like to exchange figures and 
compare methods with non-competitive 
advertising agencies in your volume class? 
We are a group of agencies located from 
coast to coast who help each other in 
many ways, frequently acting as branch 
offices for each other in addition to ex- 
changing information. If interested you 
are cordially invited to write Box 17753. 
No obligation, of course. Advertising Age, 
200 E. Mlinois St., Chicago 11, Ml. 


ADV. MANAGER OF SMALL DAILY 
at 24-now 26-seeks job with agency or 
manuf, (no boy wonder). Also bus. pa- 
per exper. Univ. grad. Married. Vet. $4500 
min. 

Box 3470, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


AE-COPY CHIEF—Self-starter with heavy 
agency and company exp. Consumer & 
industrial. Age 37. Now with 4A Agency. 
Box 3471, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, IL 


MARKET RESEARCHER. Top flight man, 
12 years mkt. and mgmt. experience, gets 
work done. Very good at contact. $12,000. 
Box 3474, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Advertising Manager—broad background 
in business and industrial advertising and 
sales. Strong on sales promotion litera- 
ture, catalogs, technical bulletins, direct 
advertising, house organs, trade shows— 
and results. Experience in copy, layout, 
production, Skilled planner and organizer. 

Bex 3475, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


NEED ACCENT ON MATURE ABILITY? 
Top creative-contact man with 25 years’ 
idea-sparking and follow-through. Full 
diversification and know-how in all me- 
dia. Experience includes Ad Mgr., Agcy. 
work, Br. Office Mgr., Creative Chief. Ad- 
ditional experience: business films and 
TV. Now located in Chicago. Married, 
draft exempt. $14,000 minimum. Send for 
details. 

Box 3476, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
Adv-Sales Promotion-Public Relations Man 
A-1, Forceful copywriter. Heavy-all around 
agcy & mfr. exp. One-man dept! High 
type, 30; sensibly priced. Will relocate. 

Box 3477, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 

Not Many of These Any More! 

Looking for that rarity, a good, all-around 
man, experienced at copy-contact, lay- 
out, merch., production? 9 yrs. agency, 
consumer, & industrial. 33. Reasonable 
salary. Make good adv. mgr. or copy man. 

Box 3478, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

EDITORIAL OR PUBLICITY 

Exp. (5 yrs) but Young (27), Coll., Vet, 
“Stymied” in Present Job. Seek Future. 

Box 3479, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
INDUSTRIAL ADVERTISING MANAGER 
12 yrs. experience in chemicals and pro- 
cess equipment fields. Seasoned ad man; 
experienced engineer (BS Chemical En- 
gineer); 34...8 yrs. all phases industrial 
advertising; 4 yrs. field engineering. Tho- 
rough experience preparation, administra- 
tion industrial ad programs—literature, 
trade and farm campaigns, publicity, etc. 
In present location 5 yrs. Seeks new op- 
portunity. 

Box 3480, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


MISCELLANEOUS 
RHYME, INC. 
Rhymes for Any Reason... jingles, coup- 
lets, quatrains, limericks, sonnets. . . for 
singing commercials, adVERSElling, greet- 
ing cards, invitations, pronunciamentos. . . 
sales or institutional messages. . . parodies, 
original songs. Humorous or not. If it 
has words, we'll rhyme it. 
Box 3473, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


PURINA 
MILLS 


HAS an opening for a man 25 to 35 
years of age to work as editorial 
assistant in the Advertising De- 
partment. 


COLLEGE degree in journalism nec- 
essary, some experience helpful, 
a rural or small town background 
essential. 


WORK consists of editorial and news | 
writing, photography, field work, 
and production on publication go- 
ing to our dealers. 


THIS is an unusual opportunity for 
the right man. Address A. W. 
Moise, Purina Mills, Checkerboard 
Square, St. Lovis 2, Missouri, giv- 
ing age, draft status, and com- 
plete details. 


NO MORE ART DEPT. BLUES 


Here's the answer to an agency's art prob- 
lems! An ad-wise art director with the 
experience and ability to organize an 
agency's art dept. and put it on a paying 
basis. Creates and art directs ads that don't 
have to be “sold” the client. Ranges from 
hard-hitting, direct result ads to modern, 
highly-styled ads—from b/w trade to 4- 
color national pages with equal facility 
and enthusiasm. The kind of a guy you trot 
out (not hide) when a client visits! 34, mar- 
ried, draft-exempt veteran. For details 
write: 
Box 7756, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
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Dodge Auto Offered 
at Cut Prices by 


Dealer in Seattle 


SEATTLE, Nov. 14—The 
Wayfarer sedan is being advertiseg 
in Seattle at $1,887 delivereg 
Though the copy does not say 
that is $195 below the factory's 
suggested retail price. 

Five-column two-color advertig. 
ing for S. L. Savidge Inc., Dodge. 
Plymouth dealer, points up the 
“sensational offer” with a headline 
“T’'ll pay $100 reward . . . Prove this 
offer is untrue...and colleq 
$100.” 

Savidge made a similar offer lag; 
spring. It was reinstated this fajj 
with the return of government 
credit regulations. The object is to 
reach customers who may be in 
the market for a Chevrolet or Ford 
to whom Dodge salesmen would 
not normally talk. 

Alfred L. Goldblatt, Advertising, 
is the agency. 


~ 


Forms Film Laboratories 


Film Laboratories Inc., Chicago, 
newly established to serve midwest 
film and television industries, has 
opened laboratories and _ studios 
at 33 S. Market St. Arden H. Pur- 
vis, founder and former president 
of Filmex Inc., is head of the com- 
pany, and Carleton H. Worfolk 
Jr., formerly with the engineering 
departments of RCA, DeVry Corp, 
and Excel Movie Products, has 
been named executive in charge 
of production and technical devel- 
opment. 


Jirasek Joins Dodd Studios 


Edward J. Jirasek, formerly art 
director of Henri, Hurst & Me- 
Donald, Chicago, has joined Dodd 
Studios Inc., Chicago, as art coun- 
selor and new business solicitor. 


=: 


REPRESENTATIVE 


for complete Point-of-Sale 
Advertising Service 


A few territories are open in our nation- 
wide sales setup for men who can sell point- 
of-sale advertising. Our nationally-adver- 
tised display materials—including unique, 
exclusive MYSTIK — will open doors for 
you with advertising buyers of every size. 
You will be backed by a live-wire home of- 
fice organization, powerful sales promotion 
and advertising, and complete facilities for 
creating, producing and distributing printed 
cardboard displays of every kind, pennants, 
window trim, outdoor fiber and cloth ban- 
ners and a complete P.O.P. line. Write in 
full qualifications and lines now carried. 


CHICAGO SHOW PRINTING CO. 
2635 N. Kildare Avenue, Chicago 39 


I { 
G you are dissatisfied with 


the service your clients are getting . . . 
IF you are disturbed by high overhead 
costs and overwhelming detail as a 
small agency owner. . . 

IF your billing is insufficient to make 
you self sustaining immediately under 
normal conditions . . . 

WE may be able to work together for 
mutual long term benefits. We are a 


small, soundly-financed Chicago agency 
with a top notch creative and merchan- 
dising staff and a fine reputation. For 
a man whose basic thinking and _ per- 
sonality are in accord with ours, we 
have an unusually attractive offer. Write 
us with complete confidence. 
Box 7757, Advertising Age 
200 E. Illinois St., Chicago 11, IIl. 


— 


EXECUTIVE POSITION WANTED 


Industrial Advertising Manager with 17 yeor 
experience in all phases of industrial advertit 
ing: Plans, Creating, Production, Budgeting, Pub 
licity, Sales-Coordination, Administrative. Now 
employed Pittsburgh; prefer Chicago area. Vel 
eran, age 43. Write Box 7750, Advertising Ag® 
200 E. Illindis St., Chicago 11, III. 


— 


— 


For Sale: 
NATIONAL TRADE DIRECTORY 
In a Booming Field 


The only Directory serving a Filo 
industry is for sale. Very profitable now; enor 
mous potential. Anyone who knows the adver 
tising business can quickly learn the essentials) 
Present owners, who are retiring, will di 

terms with principals only. Write Box 7754, 

vertising Age, 200 E. Illinois St., Chicago 11, I) 
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Readies Market Book Hayhurst Appoints Two Elects Wolf President 

The 1951 edition of “Industrial| Cliff Harrison, formerly pro- | William Wolf, formerly execu- 
Stores Market Book,” published|8ram director of Station CJKL,| tive secretary of National Food 
by National Industrial Stores| Kirkland Lake, Ont., has been Brokers Assn. and a former sales 
Assn., Washington, -has been | amed assistant radio director of manager of Woodbury Soap Co., 
scheduled for distribution the lat- | F. H. Hayhurst Co., Toronto. Allan | has been elected president of Gro- 


Dodge ter part of January. A complete | Laing, former free lance artist, has cery Bag Advertising Inc., New 
ortisad list of Industrial Store buyers will | joined the agency’s art department. | York. 
vered, be carried in the new edition, plus 
- location of the stores and pertinent 
teal market data. 
: ‘Oil & Gas’ Advances Three ; 
soe Cancers 7 Danger Signals Oil & Gas Journal, Tulsa, has 3 reaches more Furniture Stores than 
64 eu on 4 enema o1nraes romoted Mitchell Tucker, who| 
P the pt andre porte = ne as advertising manager, | ii any other publication in the world 
adline, " to vice-president of the company. — ee 
ve this Simon H. Rourke has been ad-| 
collect : vanced from business manager to| 


. ; pe mga: ¢ " | executive vice-president, and Ken- | a ili se iii ie 
er last Y Feros naneing# ; : - |neth B. Barnes, formerly en- -s 
is fol Dea sala _ |gineering editor, has been named yh ‘ 


> |managing editor. 
sie 


nment American Cancer Sovety cay | : ) 
t Ty: : | | Appoints Henry Lankenau a 
rFordt | | ae Henry P. Lankenau, formerly : 1170 BROADWAY, NEW YORK 1. N.Y. 


merchandising director of Re- 
Would} saveD HIS LIFE—Albert D. Lasker, retired ad executive, tells the American Cancer | search Institute of America, has | 


Society that he owes his life to the educational program of the society. The one-time joined the merchandising and sales | 
tising,} Lord & Thomas principal now devotes much of his time to organizing medical re- promotion staff of Albert Frank- 


search. The society’s 1951 series of educational ads are now in distribution. Guenther Law, New York. 
sell Lincoln-Mercury 7 | | 
‘swes' | Plans Big Drive y 


‘udios } for 1951 Lincoln 


Sident} Dgrrort, Nov. 14—Lincoln-Mer- 
orfolk | UY division of Ford Motor Co. 
is launching a “high-intensity” 
Corp. | newspaper, magazine, television ¢ 
;, has | and direct mail advertising cam- \ 
sharge | paign this week to introduce the ' 


devel- 1951 Lincoln and Lincoln Cosmo- \ 
politan. \ 
Evening newspapers of Nov. 14 \ ; 
; and morning papers of Nov. 15 { 
‘ly art | will carry large ads announcing the 
¢_Me-] new models. A total of 1,073 papers ri 
Dodd} in 816 cities will be used. 1 4'et 
itor Magazines on the announcement \ oe 
’ list include Newsweek, The New \ 
Yorker, The Saturday Evening 
Post and Time. The weekly Ed ‘ft 
VE || Sullivan “Toast of the Town” \J 
television show (CBS, Sunday, 8-9 
, p.m., EST), seen on 35 stations, 
will start running special film 
ain commercials on Nov. 19. 
Sa a A personalized special mailing 
nique, to more than 450,000 owners of \ 
_= late model competitive fine cars \ 


a will be used to take the “Lincoln 
otion story” into the homes of potential \ 
s for prospects. Backing up these basic \ 
advertising approaches will be a 
ban- complete array of literature and 
ite in other merchandising and promo- 
tion material for use by dealers. 
co. In addition, many Lincoln-Mer- 
39 cury dealers have set up plans 
aaa} {or special supplementary adver- 
—— tising and promotional programs 
on a local basis. 

Kenyon & Eckhardt Inc., New 
York, handles the account. 


a H. B. Humphrey, Alley & 

head |§ Richards Agencies to Merge 

i 8 Alley & Richards and H. B. 
‘ Humphrey Co., both with offices 
_— In Boston and New York, will be 
consolidated, effective Jan. 1, and 
. will be known as H. B. Humphrey, 
oot Alley & Richards Inc. H. Lawrence 
ency Whittemore, president of Alley & 
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R. S. Humphrey H. L. Whittemore 


Richards, will serve as chairman 
of the board. Richard S. Hum- 
phrey, president of the Humphrey 
agency, will be president. 

Both agencies are charter mem- 
bers of the American Assn. of 
Advertising Agencies. 


KMYR. Denver, Moves 

Station KMYR, Denver, has 
moved its offices and studios to the 
speurity Life Bldg., 14th and Stout 


THIS BOOKLET condenses 
more than ten years of proved 
experience in the value of the 
J. Walter Thompson Consumer 
Purchase Panel. 


It demonstrates how the J.W.T. 
Panel goes beyond other methods 
in providing you with the most 
vital market data—W hat consum- 
ers actually do about your prod- 


uct and the products of your 
competitors. 


Interested executives are in- 
vited to write for copies of this 
12-page booklet. J. Walter 
Thompson Company, 420 Lex- 
ington Avenue, New York 17, 
New York. Twenty-two other 
offices in strategic cities around 
the world. 
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Grant to Move NY Office 


Grant Advertising, Chicago, has 
leased the entire 19th floor of a new 
office building under construction 
at 655 Madison Ave., New York, 
for its New York operations. Oc- 
cupancy is expected in January. 


Joins Record Concern 

Mark J. Appleman has resigned | 
as president of Grayson Associates, | 
New York agency, to join Young 


one AY FILMS 


TV FILM 


$ 


WHITE SPEAKS IN BOSTON—Frank White (center), president of Mutual Broad- 

casting System, and Linus Travers (right), executive vice-president and general man- 

ager of the Yankee Network, listen to a point that’s being made by Harold E. Fel- 

lows, general manager of WEE! and president of the Boston Radio Executives Club. 
Mr. White had the floor as speaker at the club’s November meeting. 


vertising with our 
downtoearth TV 


film prices. 


People’s Records Inc., New York, | affiliation with Grayson—whose 
as vice-president in charge of pro- | new president is former vice-pres- 
motion, merchandising, public re- | ident Solomon Greissman—as a 
lations and advertising. He retains | director and consultant. 


1325 S. Wabash - CHICAGO 


_ FILMACK 
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Survey Made at University of lowa Shows 
Buying Power, Habits of College Market 


Iowa City, Nov. 15—Advertis- 
ers who shrug off or pass over 
lightly the potentialities of the col- 
lege market in their areas may 
be passing up a multi-million dol- 
lar opportunity, a marketing study 
conducted recently at the State 
University of Iowa indicates. 

According to the study, if you 
gather a body of some 9,600 stu- 
dents, sprinkle in nearly 1,000 
faculty members, and add about 
2,900 non-academic personnel, the 
result is a market with a pur- 
chasing power of $20,000,000 an- 
nually. Student expenditures alone, 
exclusive of tuition and fees, ac- 
count for approximately $10,450,- 
000 of this. 


a Who buys what? How much do 
they pay? Where is the purchase 
made? These were the principal 
questions asked of participants in 
the survey by a graduate class in 
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“Marshalling the forces of advertising to 
help solve national problems and to make 
democracy work better...” 


Do you KNow that the forces of advertis- 


ing are engaged today in one of the 
world’s greatest jobs of mass education 
...in the public interest? 

Do you know that these forces for good 


have been released through the vision — 


and unselfish cooperation of American 
business — advertisers, advertising agen- 
cies, media owners and others? 

Hundreds of advertising agencies have 
volunteered their planning and creative 
time and facilities, Artists, cartoonists, 
photo-engravers, printers, typographers 
and others have centributed their services. 

Media owners have donated millions 
of dollars in space and time. National 
and local advertisers have sponsored and 
paid for many millions of public service 
advertising messages. 

As a result, the American people are 


being alerted as never before to the 
dangers which threaten from within and 
from without...the dangers of ignor- 
ance about our American economic sys- 
tem, intolerance, tuberculosis, school and 
teacher shortages, etc. 

And, at the hub of this great public 
service effort is your organization ... The 
Advertising Council. 


Advertisers and Media Owners... 
Your Help is Needed! 


Right now The Advertising Council has 14 
programs in operation. The success of these 
programs depends on the public spirited and 
generous cooperation of advertisers and me- 
dia owners. Your help, in the form of space 
or time donations, will mean a lot to us. And 
semensibes . . « What helps America helps 
you! 


Yours for the Asking 


Write for a copy of Booklet 

No. 15. It will give you per- 

tinent information about The Advertising 
Council . . . how it started .. . what itis... 
what it does . . .Or ask for material on spe- 
cific campaigns. Address:—The Advertising 
Council, 25 West 45th Street, New York 19, 
N.Y. 


Published in the public interest 
by 
ADVERTISING AGE 


*A NON-PROFIT ORGANIZATION FORMED TO UTILIZE ADVERTISING IN THE PUBLIC GOOD 


the College of Commerce, unde 
the direction of Professors Wey. 
dell R. Smith and John V. L 

The study revealed that in the 
past year a male student spent ap 
average of $921.46 annually; his 
female counterpart spent $799 
while married students spent an 
average of $1,632.10. Here is how 
some of the money was spent: 

Men bought 5,580 suits during 
the school year. Average price 
paid was $59.07. But only 35.94 
of the men made their purchase jp 
Iowa City. 

Shoes: Men buy 11,050 pairs at 
an average price of $12.57. Of this 
51.9% are purchased in local out. 
lets. Quantities of other items pur- 
chased by men and the percentage 
bought locally were: 


= Sports shirts: 16,800, 483% 
locally; other shirts, 23,730, 52.9%; 
topcoats, 3,120, 47.6%; slacks, 12.. 
900, 55.6%; sweaters, 7,040, 53.8%, 

In all, men spent a total of $1,- 
360,000 for clothes, or an average 
of $157 apiece during the school 
year. Women’s clothing expendi- 
tures totaled $370,000, an average 
of $188.42 each. Their purchases 
were as follows: 

Cloth coats: 2,155 bought, 44.3% 
locally; formal dresses, 1,160, 
22.6%; other dresses, 8,455, 48.5%; 
suits, 2,045, 37.2%; skirts, 4,910, 
45.5%; sweaters, 5,540, 73.1%; 
dress shoes, 5,050, 54.1%; sports 
shoes, 3,960, 63%. 

Other expenditures made by 
students included $276,000 for 
cigarets; $147,000 for toiletries; 
$76,000 for phonograph records; 
$54,000 for typewriters and $25,- 
500 for fountain pens. The girls 
spent $2.49 monthly for toiletries, 
compared to the boys, who shelled 
out $1.65. 


ws Of those in the university mar- 
ket, 45.8% own cars, for a total 
of 6,300 automobiles being driven 
by this group. One-third of the 
group bought new cars. 

One interesting aspect of the 
study was the “pet peeves” re- 
ported by many of those queried. 
Complaints ranged from “too high 
prices” to the usual parking prob- 
lem. The survey concluded that 
many of the peeves indicate a 
vigorous advertising, promotion 
and public relations job is needed 
if merchants are to recapture some 
of the business now going out of 
town. 


Appeals Court Upholds FCC 
Order Against Ipana Copy 


The fourth circuit court of ap- 
peals in Richmond, Va., on Nov. 9 
upheld a Federal Trade Commis- 
sion order against Bristol-Myers 
advertising for Ipana. Issued a 
year ago, the order told the com- 
pany to eliminate copy which im- 
plies that “soft modern diet en- 
courages gum decay.” The order 
also held that “uninstructed” gum 
massage will not eliminate “pink 
toothbrush.” 

Ads involved first appeared in 
1937, and were challenged by the 
commission in 1942. 


Vim Signs for Newscasts 

Vim Stores, New York, _has 
signed with WPIX (through Wil- 
liam Warren, Jackson & Delaney) 
for a 52-week, five-minute series 
of newscasts, preceding the sta- 
tion’s nightly telecasts of Madison 
Square Garden events. “Tomor- 
row’s News” will be cooperatively 
sponsored by Vim and leading ap- 
pliance manufacturers. Vim al 
ready has the nightly newscast 
following the Garden program and 
the five-minute “Telepix” news- 
reel. 


Sets Sewing Machine Drive 
Lyons Engineering Co., Toronto, 
distributor of Swiss made Elna 
sewing machines, will use national 
newspapers in Canada for the 
product. Muter, Culiner, Frank- 
furter & Gould, Toronto, is the 
agency. 
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Patri, Others Upset 
Over I'V Makers’ Ads 


(Continued from Page 1) 
necessary to boys and girls as 
pread and butter. 

Dr. Patri told AA he had not 
expected the agency to place such 
an emphasis on inferiority com- 
plex in the sales pitch. He said he 
had asked Ruthrauff & Ryan “to 
go easy” On that phase. 

Dr. Patri telephoned the agency 
at midweek to complain of the 
treatment being given his state- 
ment. 


s Effective next week, the drive 
will switch to “positive, happy ads, 
quoting somebody else,” Mr. Mc- 
Carthy reports. He said this shift 
in emphasis’ had been planned 
originally and was not a result of 
any adverse comments on the 
opening copy, which was negative 
and controversial in character. 

The original timetable for ‘the 
campaign has, however, been 
altered somewhat, he said, with 
the positive theme replacing the 
negative one sooner than had been 
expected. 


s Dr. Patri, born in Italy in 1877, 
was a New York public school 
principal for more than 30 years. 
He is the author of several books 
on education and child training 
and currently writes a daily col- 
umn for the Bell Syndicate. 

Pointing out that he feels his 
original remarks were strong 
enough, the educator said: 

“The campaign is making rather 
an over-emphasis on inferiority 
complex, a phase that isn’t im- 
portant, to scare people into buy- 
ing. This represents exaggeration 
beyond a good sales point.” 

He already has received tele- 
phone complaints (despite an un- 
listed phone number); he was 
fearful of more by mail when AA 
talked to him. He made it quite 
clear that he is not pleased with 
the turn of events, but added: 

“Once you sign a contract, you 
can’t take it back.” 


e Dr. Arnold Gesell of Yale, 
famed expert on child develop- 
ment who has written many books 
on the subject, declined to com- 
ment on the ads. He told AA over 
the phone that he felt the matter 
was one “to be settled by con- 
science and not by Gallup Poll.” 

Dr. Gesell added that, in his 
opinion, there is “an excess of 
advertising in the United States 
right now.” 

Judge George W. Smyth, of the 
juvenile court of Westchester 
County, N. Y., who is reported in 
one of the spot announcements as 
saying, “Television has become as 
necessary to them [youngsters] as 
bread and butter,” told AA that 
he did not make a recording for 
the American Television Dealers 
& Manufacturers Program, ‘and 
that he didn’t make any statement 
for use in the campaign. 

Judge Smyth said that he wrote 
an article for TV Guide about a 
month ago, that it was not an 
over-all indorsement of television 
but rather a consideration of some 
° the problems posed by televi- 
Sion. 


® “I not only have not made any 
Statement for use in the cam- 
paign,” he said, “but I have not 
even heard it. I am glad that you 
brought the matter to my atten- 
tion.” 

[Eprror’s Note: Mr. McCarthy at 
R&R told AA that he had a release 
Signed by Judge Smyth making the 
Statement attributed to him. The 
judge did not make a recording, Mr. 
McCarthy said, but the statement 

gave was recorded and used. 
Mr. McCarthy said he could not 
understand why the judge denied 


having made it.] 

K. B. Wilson, operating manager 
of National Better Business Bu- 
reau, New York, told AA that the 
bureau has received many com- 
plaints about the TV dealers’ and 
manufacturers’ program and that 
the bureau is sending a letter to 
the advertiser recommending that 
the approach now being used in 
the campaign be changed. Mr. Wil- 
son said that a formal statement 
on the matter probably will be 
released this weekend. 

At the New York Times, which 
has had “some unfavorable com- 
-ment” on the ads, the question of 
whether the ads will be continued 
“has been taken under advise- 
ment.” Joseph W. Gannon, ad- 
vertising acceptability chief, said 
the Times’ decision would be 
reached probably within 48 hours. 
Ad acceptability chiefs of other 
New York newspapers could not 
be reached in time for comment 
in this story. 


@ For those wondering who’s 
paying the bills for the barrage of 
radio announcements and newspa- 
per ads for “American television 
dealers and manufacturers,” here’s 
the answer. 

At this writing the list of con- 
tributing manufacturers includes: 
Radio Corp. of America, Admiral 
Corp., Motorola Inc., General 
Electric Co., Zenith Radio Corp., 
Emerson Radio & Phonograph 
Corp., Allen B. DuMont Labora- 
tories, Belmont Radio Corp., Sen- 
tinel Radio Corp., Radio & Televi- 
sion Division of Sylvania Electric 
Products, Westinghouse Electric 
Corp. 

Also, Capehart-Farnsworth 
Corp., Stromberg-Carlson Co., 
Noblitt-Sparks Industries, Hoff- 
man Radio Corp., Pilot Radio 
Corp., Hallicrafters Co., Olympic 
Radio & Television, Scott Radio 
Laboratories, Magnavox Co., Fada 
Radio & Electric Co., John Meck 
Industries, and Philco Corp. 


s Ruthrauff & Ryan expects more 
names to be added momentarily. 
It is understood that the manu- 
facturers are contributing on 
something approximating a pro 
rata scale, with production as a 
base. 

AA was told by some in the 
industry that the current drive is 
an outgrowth of earlier plans by 
the Radio-Television Manufac- 
turers Assn. for a $1,000,000 cam- 
paign to keep b&w sets moving 


GUESTS OF BIRMINGHAM CLUB—David Goldwasser (third from left), of Atlanta En- 
velope Co. and president of the Atlanta Adclub, and Garland Porter (right, center), 
editor and general manager of Southern Advertising & Publishing, pose for a 
picture with their hosts of the Birmingham Adclub, where Mr. Porter was speaker. 
Left to right are Frank Aycock, advertising director, Birmingham News and Post- 
Herald; Jack Keegan, Keegan Advertising Agency, president of the club; Mr. 
Goldwasser; Mr. Porter; Smith Moseley, Progressive Farmer; and M. K. Erdreich, 
Porter Clothing Co. 


despite publicity of the Columbia 
Broadcasting System color plans. 
One report is that the associa- 
tion shelved its plans for a while 
rather than stress a negative 
theme. Later, as talk of color TV 
grew and new taxes and credit 
restrictions reduced b&w set sales, 
it was decided to conduct a hard- 
selling campaign. The drive was 
conducted outside Radio-Televi- 
sion Manufacturers Assn. in order 
to obtain support from Admiral 
Corp. and other non-members. 


RADIO-TV ASSN. URGES 
FAIR TRADE PRACTICE 

New York, Nov. 17—Radio- 
Television Manufacturers Assn. 
this week suggested a fair trade 
practices conference to set up ad- 
vertising standards for television 
receivers. The proposal was made 
at the quarterly meeting of the 
board of directors and special com- 
mittees of the group. 

It was proposed that TV be 
regulated in much the same man- 
ner as radio is now handled by the 
Federal Trade Commission, which 
several years ago set up regula- 
tions based largely on standards 
promulgated by the industry. The 
manufacturers feel there is need 
for more uniformity in descrip- 
tion of sets, measurement of 
screen sizes, etc. 

The consensus was that the 
cutback in AM-TV production will 
be much more drastic than previ- 
ous estimates have indicated, be- 
cause of the severe shortage of 
parts. 

Manufacturers are convinced 
that their output will drop even 
more than the 20% to 35% previ- 
ously estimated. 


New York, Nov. 17—Ira Haupt 
& Co., member of the New York 
Stock Exchange, assumes the role 
of pioneer next Monday (Nov. 20) 
when it goes on the air with a 
program. intended to inform the 
public about mutual funds invest- 
ment. 

The MHaupt-sponsored show, 
“Views and News,” is planned as 
“a chatty, informative quarter- 
hour” over Station WHLI, Hemp- 
stead, L. I., every Monday, Wed- 
nesday and Friday at 1:45 p.m., 
EST. The program will be devoted 
to matters of general interest to 
Long Island women. A brief mes- 
sage from the sponsor will carry 
“some down-to-earth facts about 
investment.” 


w= Supervising the programs will 
be Anthony M. Reinach, partner 
of Ira Haupt & Co., director of the 
mutual funds department, and 
Charles Bacon, department man- 
ager. 

Two months ago, the company 
sponsored an exhibit at the Min- 
eola Fair which gave the public an 


Haupt Investment Film Starts Radio Show 


idea of the role of mutual funds 
in rounding out a balanced fi- 
nancial program for the average 
man. 


Ford Becomes Third Sponsor 
of ‘Operation Tandem’ 


Ford Motor Co. has signed as the 
third sponsor of “Operation Tan- 
dem,” NBC’s new advertising con- 
cept which will give the same ad- 
vertisers participation in top en- 
tertainment programs five nights 
a week. Ford’s sponsorship began 
Thanksgiving Day with the first 
half of “Screen Directors’ Play- 
house,” 10-11 p.m., EST. J. Wal- 
ter Thompson Co. is the Ford agen- 
cy. Whitehall Pharmacal Co. and 
RCA Victor division of Radio Corp. 
of America are the other two spon- 
sors (AA, Nov. 6). 


Benjes Directs Sales 


William D. Benjes, president of 
London Character Shoes Corp., 
New York, subsidiary of Common- 
wealth Shoe Leather Co., Whit- 
man, Mass., has been named vice- 
president in charge of sales and a 
member of the board of directors 
of Commonwealth. ° 


CBS Continues 
with Color TV 


Demonstrations 


New York, Nov. 17—Prohibited 
from starting commercial color- 
casts Nov. 20 as planned, Columbia 
Broadcasting System will continue 
its experimental TV programs in 
color. (Story on court hearing on 
Page 1.) 

This week, color TV demonstra- 
tions here were playing to packed 
hauses at 401 Fifth Ave., where the 
network gave Mr. and ‘Mrs. John 
Q. Public a first-hand opportunity 
to see what the excitement, pro 
and con, is all about. The programs 
also were being shown in Gimbel’s. 

The New York papers were lib- 
eral with favorable comments from 
reporters covering the show and 
from the man on the street in- 
terviewed by newsmen. 


a “The decision of the federal 
court in Chicago in issuing a tem- 
porary restraining order respecting 
commercial standards for color 
television will not interfere with 
Columbia’s plans for public dem- 
onstration. The reaction to color 
television from the press and pub- 
lic alike has been so wholehearted- 
ly enthusiastic that we will con- 
tinue our demonstrations at 401 
Fifth Ave. as planned,” Frank 
Stanton, CBS president, said. 

“We understand that the tempo- 
rary order of the court in Chicago 
was based on the desire to secure 
more time in which to consider the 
arguments presented to the court. 
We are hopeful that a considera- 
tion and disposition of the case on 
the merits can be had without de- 
lay, and that all parties will coop- 
erate in securing a speedy final 
decision so that full enjoyment of 
this new and improved television 
will not be retarded,” he contin- 
ued. 


w= Until the court intervened, CBS 
had planned to introduce commer- 
cial color TV Nov. 20, as author- 
ized, with a program starring 
Arthur Godfrey. Several sponsors, 
including Toni, were to have 
backed the 30-minute show. 

At press time it was not clear 
whether Mr. Godfrey will be color- 
vised experimentally, without ben- 
efit of a sponsor—the only way he 
can be carried in view of the court 
order. The question of whether the 
Godfrey color show, if televised, 
will be put on the network was 
an even bigger one. 


Appoints Mullen-Nicolin 

Ny-Pro Co., foot cosmetic cream 
manufacturer, has appointed Mul- 
len-Nicolin, Minneapolis, as its 
agency. 
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NAB Thinks Formula 
for Proposed Excess 
Profits Tax Unfair 


WASHINGTON, Nov. 16—The Na- 
tional Assn. of Broadcasters re- 
minded the House ways and means 
committee today that an excess 
profits tax raises particular prob- 
lems in an industry which has ex- 
panded rapidly during the postwar 
period. 

Ralph W. Hardy, director of the 
association’s government relations 
department, told the tax-writing 
committee that virtually all the 
nation’s FM and TV stations, and 
more than half its AM stations, 
came into existence during the 
years that are proposed as the 
profits base in the tax legislation 
now under consideration. 


= “Therefore,” he explained, “it 
becomes essential that a fair and 
legitimate measure of ‘normal level 
of profits’ be established. Other- 
wise, such a tax burdens corporate 
achievements as based upon man- 
= and entrepreneurial abil- 

- 

Broadcasters were one of more 
than 100 witnesses who hoped to 
register their opinions during the 
single week that the committee 
earmarked for hearings on the ad- 
ministration’s request for a $4 bil- 
lion excess profits tax. 


= Treasury Secretary John Snyder 
Suggested that the tax be less 
stringent than the wartime level, 
and that it be based on postwar 
earnings. His formula called for 
a 75% tax on all profits over 75% 
of the average profit in any three 
of the four years 1946-49. As an 
alternative, companies would com- 
pute their excess profits tax on 
earnings in excess of an invested 
capital allowance slightly in ex- 
cess of World War II allowances. 

As an aid to small business, the 
administration would exempt the 
first $25,000 of profits. (The ex- 
emption was $10,000 during World 
War II.) 


Bedding Makers to 
Push Plans for 
‘51 ‘Sleep Show’ 


CuicaGco, Nov. 16—The National 
Assn. of Bedding Manufacturers 
has decided to go ahead with plans 
for its annual “Sleep Show,” April 
16-29. This decision was announced 
and a presentation of plans made 
at the association’s 35th annual 
convention here this week at the 
Stevens Hotel. 

In addition to the association and 
individual industry campaigns for 
the merchandising event, which 
follows the winter furniture mar- 
ket, House & Garden, McCall’s, 
Today’s Woman and Woman’s 
Home Companion have scheduled 
plans for editorial and merchandis- 
ing tie-ins. 


a Paul M. Cameron, assistant chief 
of trade practice conferences of 
the Federal Trade Commission, 
told members at a Wednesday 
meeting that a new ruling by the 
FTC specifically narrows the area 
in which bedding manufacturers 
may use the term “orthopedic.” 

Mr. Cameron said that the word 
cannot be used unless it is ac- 
companied by a statement specify- 
ing the exact nature of the deform- 
ity for which the mattress has been 
constructed. 

Edward V. Duffy; general man- 
ager of E. B. Malone Co., Miami, 
has been elected president of the 
association. Other officers elected 
are: Jack Feldman, New England 
Bedding Co., New Bedford, Mass., 
vice-president, and Ralph M. 
Quinn, Kentucky Sanitary Bedding 
Co., Louisville, treasurer. 
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3-Day ‘Tribune’ 
Forum Attracts 
400 in Chicago 


(Continued from Page 1) 
chandising processes. He gave as 
examples the recent and present 
day successes accorded detergents, 
anti-biotics, fibre-glass, silicones, 
antihistamines and magnetic sound 
tapes. 


@ Maurice T. Reilly, manager of 
research for the Tribune, using 
data from the Tribune consumer 
panel, demonstrated the historical 
pattern of brand buying in various 
fields and under varying competi- 
tive conditions. 

Mr. Reilly said that today brand 
position means everything to the 
life and prosperity of the adver- 
tiser’s business. Evidence of this 
is most apparent in the grocery 


log covers are “classics”, having 
the beauty and durability that in- 
spire frequent — and profitable 


— use of your catalog. 
The Lamson and Sessions catalog 


pictured is only one of the many 
of your present catalog and let 


us show how you can obtain T-0-P 


readership for your new catalog. 
THE HEINN COMPANY 


duced by Heinn. Send us a copy 
Smee” 326 WEST FLORIDA STREET 


outstanding catalog covers pro- 
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your catalog 


should represent your strongest 
sales promotion effort. 

Many of industry’s TOP catalogs 
have Heinn Protecto-Process loose 
leaf covers. Protecto-Process cata- 


No other method of advertising 
has the Terrific Order Power of 


a good catalog. It commands T-0O-P 
readership at the very moment 
buying decisions are made. From 


cover to contents, 


field, he said, where the trend in 
retailing continues toward self- 
service. 

“More than ever before,” he 
said, “success of the national 
brand is in the hands of the con- 
sumer,” and “manufacturers are 
recognizing that more and more 
of the essential and fundamental 
job of selling a brand must be ac- 
complished in the consumer’s own 
quarters, because less and less of 
it is being done on the dealer’s 
floor.” 


ws Tracing the ups and downs of 
brand loyalty for products studied 
on the Tribune panel, Mr. Reilly 
concluded that there are three 
principal reasons why a consumer 
switches from a brand that she 
has been buying regularly over an 
extended period. 

These are: “(1) A better price 
on a competing brand, which en- 
ables her to make a saving; (2) 
the innate desire for a change— 
the natural tendency of human 
beings to experiment, to try some- 
thing new or different; (3) an 
out-of-stock condition of her regu- 
lar brand at the time she is in 
the store.” 

A. J. Gallager, of A. J. Gallager 
Associates, New York, said that in 
order to maintain the present 
employment level, consumption 
must be increased. Management, 
he said, is faced with a decreasing 
margin of safety when it comes to 
keeping both employment and 
sales high. Here is an excellent op- 
portunity for advertising to ex- 
plain what it takes to make jobs, 
who the job makers are and what 
helps or hinders them in the crea- 
tion of new jobs, he said. 


ae E. B. Weiss, director 


of, 


. 


merchandising, Grey Advertising 
Agency, who led off the Tuesday 
afternoon session on modern mer- 
chandising, said that the growth 
of large scale retailing has put the 
emphasis on possession of a con- 
sumer franchise. 

In the future, he said, a man- 
ufacturer will enjoy either a con- 
sumer franchise or a distribution 
franchise. With the former, he will 
be independent; with the latter, 
he will be a satellite, Mr. Weiss 
said. 

“The manufacturer of branded 
merchandise must decide not only 
whether he will have a stronger 
consumer franchise than his com- 
petitors, but also a stronger con- 
sumer franchise than that enjoyed 
by the store-controlled brands of 
the [country’s] 400 major distribu- 
tors,” he said. These 400 retail 
organizations, including variety, 
mail order, drug and food chains, 
department stores, etc., “will do 
over half of our total over-the- 
counter business this year,” ac- 
cording to Mr. Weiss. 


s The manufacturer, he said, 
must pre-sell his brands to such 
a degree that these 400-odd large 
retail distributors will be com- 
pelled to acknowledge their de- 
pendence on his brand. 

Mr. Weiss advised the manu- 
facturer to: 

“1. Refrain from underwriting 
the retailer’s advertising by giving 
him allowances. 

“2. Concentrate his advertising 
locally. 

“3. Avoid ‘scatteration’ in ad- 
vertising policy and in disburse- 
ment of the advertising budget. 

“4. Realize that the trade fran- 
chise shrinks in value as retailers 
become large. 
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Advertising Age, November 20, 1959 


AT TRIBUNE FORUM—First speakers at 


the Chicago Tribune’s impressive forum 


Nov. 13 were (I. to r.) M. T. Reilly, manager of Tribune research; A. J. Gallager, 
A. J. Gallager Associates; Walter Washburn, v.p. of Young & Rubicam, and Arno 


Johnson, v.p. of J. Walter Thompson Co. 


At right is W. C. Kurz, the newspaper's 


general advertising manager, forum chairman. 


“5. Focus all advertising efforts 
in building the strongest possible 
consumer franchise by putting 
every advertising dollar into con- 
sumer advertising. 

“6. Never forget that a trade 
franchise without a powerful con- 
sumer franchise is an asset of 
small and dubious and temporary 
value—but that a strong consum- 
er franchise always includes a 
strong trade franchise that will 
endure as long as advertising con- 
tinues to pre-sell the brand.” 


we J. Kenneth Laird, executive 
vice-president of Tatham-Laird, 
told the forum that in the mer- 
chandising of advertising “we are 
still using tired old methods and 
tired old phrases. We still run 
pages of bloodless copy in trade 
publications saying ‘This powerful 
campaign brings more profit to 
you—129 billion impressions,’ etc.” 
There are two things wrong, he 
said. The first is that “we have a 
rather loose understanding of ad- 
vertising itself...how it works.” 
Although “we talk about it and 
think about it as a force which 
does a selling job all by itself... 
most of the time advertising 
creates an incomplete sale.” 
Secondly, Mr. Laird said, “we 
don’t use freshness and ingenuity 
in merchandising.” Successful mer- 
chandising, utilizing fresh and in- 
genious methods, he said, can often 
close the gap in an incomplete sale. 
“But when we fail to see that there 
is a gap, we fail to point our mer- 
chandising toward closing it.” 


@ On Wednesday afternoon, Dr. 
Ernest Dichter, psychological con- 
sultant in advertising and market 
research, briefly recounted the 
psychological pitfalls which may 
befall the unwary advertiser. The 
public is now much more aware of 
what may be behind an ad or cam- 
paign, he said. And consequently 
a reorientation in advertising is 
needed so as to recognize this 
change in human nature. 

Dr. Dichter suggested certain 
changes in copy approach—from 
surface to depth approach; from 
direct selling to “functional sell- 
ing,” and from static to dynamic 
approach. 

Harold S. Barnes, director of 
the Bureau of Advertising, of- 
fered some results culled from 


analyzing the 138 newspaper read- | 


ership studies which have been 
conducted by the bureau’s Con- 
tinuing Study of Newspaper Read- 
ing. 

“In people’s readership of the 
news,” he said, “we have seen 
three constantly recurring phe- 
nomena of characteristics. 

“1. Independent judgment and 
high selectivity. 

“2. Primary interest in those 
things that affect their daily life. 

“3. Preference for local talent 
over out-of-town celebrities.” 


a Mr. Barnes said he believes 
these three characteristics also 
hold in the reading of advertise- 
ments. “Just as people turn first 
to the news that affects their daily 
lives, they most readily respond 
to advertising that deals with their 
problems and hopes.” 

He suggested that one of the 


strike deeper is to remember the 
simple fact that “we’re advertis- 
ing to human beings, and that to 
the average human being, the most 
fascinating subject in the world 
is himself.” 

James H. S. Ellis, president of 
Kudner Agency, presented four 
rules for writing good advertising 
copy: (1) Never forget that you're 
trying to sell something; (2) 
remember that the best advertise- 
ments draw their interest from 
the product; (3) write from com- 
petitor’s products, too; and (4) 
remember, you’re speaking for the 
fellow who pays the bill. 


@ Fairfax M. Cone, chairman of 
the board, Foote, Cone & Belding, 
and board chairman of the Amer- 
ican Assn. of Advertising Agencies, 
reminded the session that “plain 
good advertising copy has not been 
superseded as the master tool of 
broad, mass selling.” Advertising, 
he said, “still is the nearest thing 
that has ever been discovered to 
substitute for personal selling.” 
Discussing the roles of adver- 
tising and merchandising, Mr. 
Cone said, “Viewing merchandis- 
ing as apart from advertising is a 
mistake that none of us should 
ever make. Copy can’t follow mer- 
chandising, and merchandising 
can’t follow copy. Except in the 
very narrowest sense they must be 
one and the same. Advertising 
failures often come when that rule 
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Pulse Inc. Radio Ratings 


Sept. 5-11, Oct. 1-3, 11-14 
Buffalo, Chicago, Cincinnati, Los Angeles, New 


= Philadelphia, "Rishesend. San Francisco, St. Louis-and Washing- 
ton 
Helen Trent (Whitehall, CBS) .......... 6.9 
TOP TEN EVENING | Ow - mPa, C88) Di sccoes 69 
(Lucky Strike, CBS) ........ 14.5| Big Sister ep pgete 
Ut Radio. Theater (CBS) og ye Seer 11.9 | Aunt Jenny (Lever, CBS) ....... 6.7 
Godfrey's Talent Scouts (Lipton, CBS) ... 9.9, Ma Perkins Bay CBS) 6.7 
ty Friend Irma (Lever, CBS) .......... 9.6| Young Dr. ne (P&G, C 6.5 
Walter Winchell (Hudnut, BOOS Wisseics 9.4| Guiding tight (P&G, CBS) 6.5 
suspense (Auto-Lite, CBS) ............. 8.8 
Crime Photographer (Philip Morris, CBs). 6 SATURDAY & SUNDAY 
Keen ehall, CBS) ........56. 

- D. A. (Bristol-Myers, NBC) ....... 8.1 DAYTIME 
wystery Theater (Sterling, CBS) ........ 7.9 | Grand Central Station (Pillsbury, ces) s 65 


Theater of Today Ceeene, CBS) 


YTIME, FIVE-A-WEEK Junior Miss (Lever, CBS) ............. 5.7 
DA True Detective (Williamson, MBS) ...... 5.4 
Arthur Godfrey (Lever, Pillsbury, Wild- Stars over Hollywood (Armour, CBS) .... 5.3 

root, Gold Seal, National Biscuit Give and Take (Toni, CBS) ..........-. 5.1 

and Chesterfield, CBS) .............. 8.8 | Let's Pretend (Cream of Wheat, CBS) ... 5.1 
Grand Slam (Continental Baking, CBS) .. 7.3) The Shadow (Grove, MBS) ............ 4.8 
fosemary (P&G, CBS) .........0e000ee 7.3! Martin Kane (U. S. Tobacco, MBS) ..... 3.9 
Wendy Warren (General Foods, CBS) . 6.9| Quiz Kids (Miles, NBC) ............... 3.4 


Pulse Metwock TV Leaders 


Oct. 1-3, 11-14, 1950 


Boston, Chicago, Cincinnati, Cleveland, Columbus, Dayton, Los Ange- 
les, New York, Philadelphia, San Francisco, St. Louis and Washington 


EVENING, ONCE-A-WEEK MULTI-WEEKELY 
Texaco Star Theater (NBC) ............ ' 47.2 | Howdy Doody (Several sponsors, NBC) . 15.0 
Philco Playhouse (NBC) ...........05.- 36.5 | Camel News Caravan (NBC) ........... 12. 
Toast of the Town (Lincoln- Kukla, Fran & Ollie (Ford, RCA, 
Ph UE Chet ececsdisceeceves 31.1 Sh MED eens depengectecceds 11.3 
Show TY Shows (Several sponsors, 286 Perry Como (Chesterfield, CBS) ........ 10.6 
a EE EA a Captain Video . a 1 

betray ves = (Ligten, CBS) . - CBS-TV News ae... 8 
wdio One (Westinghouse, CBS) ........ 
wind, Toni, Pillsbury, cas = 26.5 eC) ste nap am 9.5 
field, oni i s ury, Seoccececs| CE an Seer LSOOe eo eePevecconeceeegsecoaess . 
Fireside Theater (P&G, NBC) .......... 26.2 | Mohawk Showroom (NBC) .............. 9.4 
The Goldbergs (Sanka, CBS) ........... 25.3 | Faye Emerson (Pepsi-Cola, CBS) ........ 9.2 
Comedy Hour (Colgate, NBC) .......... 23.3 Stork Club (Sustaining, CBS) .......... 9. 


is disregarded.” 

Mr. Cone had some things to say 
about radio and television. Play- 
ing as radio does, so much of the 
time to tuned out ears, “it has 
placed a premium’ on advertising 
dollar-weight and endless drum- 
ming repetition, rather than on 
straightforward selling.” Televi- 
sion commercials, he said, more 
often than not follow the radio 
pattern, many of them today being 
little more than souped-up, ani- 


mated, photographed radio com- 
mercials. 


Veloz Returns to TV 

Veloz & Yolanda Dance Studios, 
which was seen on KECA-TV, Los 
Angeles, for nine weeks this sum- 
mer, will return to KECA-TV on 


| Nov. 22 from 10-10:30 p.m., PST, 


with a live studio show, “Veloz and 
Yolanda Présents.” The contract, 
placed through Roche-Eckhoff & 
Associates, Hollywood, calls for 
13 weekly telecasts. 


RCA Victor Expert Calls Point of Purchase 
Advertising Vital Tool in Merchandising 


Cuicaco, Nov. 15—Carl Haecker, 
merchandising director of RCA 
Victor Corp., told the Chicago Fed- 
erated Advertising Club today that 
aggressive sales planning, aggres- 
sive advertising, aggressive win- 
dow display and aggressive interior 
display are the four ingredients of 
successful selling, and that the 
first two are useless without the 
latter two. 

Mr. Haecker spoke to more 
than 450 people at the largest ad- 
club meeting of the year, with the 
program arranged by the Point 
of Purchase Advertising Institute, 
whose members also exhibited a 
wide variety of new point of pur- 
chase material, techniques and de- 
vices at the session. 

Emphasizing that there are only 
two basic principles of distribution 
—bringing the merchandise to the 
customer, and bringing the cus- 
tomer to the merchandise, Mr. 
Haecker reminded his audience 
that the “last three feet—the dis- 


7| tance between the sales clerk and 


the customer in the retail store— 
is where sales are actually made.” 


ws People buy merchandise only 
when they have been intelligently 
informed about. its qualities and 
virtues, and not when they have 
been merely entertained, he said. 
Sales planning, aggressive and in- 
telligent advertising, exterior and 
interior display must do the major 
part of this informative job, but 
the whole chain breaks if the 
salesperson is not also well enough 
informed to culminate the trans- 
action, he said. 

William T. White, vice-president 
of Wieboldt Stores and president 
of Western Advertising Golfers 
Assn., presented the advertising 
club with a $500 contribution from 
the golfers’ association as an ad- 


vance contribution for the Off-the- 
Street Club, social service organi- 
zation largely supported by the 
advertising club. Net proceeds of 
the club’s annual Christmas party 
have been contributed to the Off- 
the-Street Club for more than 20 
years. 


| 


63 


Wenger Joins Sugarman 

Lee Wenger has resigned as pro- 
duction manager of Umland & Co., 
San Francisco agency, effective 
Dec. 1, to join E. Sugarman Inc., 
a client of Umland. 


Thomas Joins Kane Agency . 
John C. Thomas has joined the 
creative staff of Kane Advertising, 
Bloomington, Ill. He also will edit 
the agency house organ, “Kanews.” 


to a sponsor.’’ 


The present sponsor says: 


‘*Conditions beyond our immediate control have caused 
us to release this program. For our purposes ‘‘Challenge 
of the Yukon’’ is a top-flight show. We regret that we 
must discontinue sponsorship, but recommend it highly 


December 10¢h 


“Challenge of the Yukon", the leading network show 
5:30 to 6:00 PM is now aired 3 times weekly over the 
Mutual Network. The average Nielsen rating on ABC 
over a 2 year period '48 to '50 is 6.0. 


This show is available for both AM & TV sponsorship. 


For auditions and further information for your client 


address inquiries to: 


“CHALLENGE 
of the YUKON” 


This Outstanding Show will be available for sponsorship 


TRENDLE-CAMPBELL ENTERPRISES, INC. 


1803 STROH BLDG. « DETROIT 26, MICHIGAN «+ Phone: WOodward 2-9184 
PRODUCERS OF "THE LONE RANGER", "THE GREEN HORNET”, “CHALLENGE OF THE YUKON” and “BOB BARKLAY” 


ce , . 
| 
Pe. ay i 
Mager, 
ne = Collins 
ee sc cna | 4 
| ee a) ; Miller ce 
2 -/Y  Hutchings 
ee m imc. ag Ee 
> oe é 
G pian 
CY | o-ewcRAvins., 
| est puore”” .anktin 
| ee | amenich’® a. cuicase mi 
| GA : 
| | 207 N- mice! 
as 
, ee ! 
thing 
ed to : 
ig.” ogee 
ow i 
Mr. 
een 5.4 Niel . 
ee — 
a J ee : 
———— a 
Se 
XUM 


Commissioner Moses Proves He's 
Still No Friend of Outdoor Medium 


New York, Nov. 15—Outdoor 
advertising men “blot out the vis- 
tas with their raucous canvases 
and claim they are entitled to do 
so by law, equity and morality! 
Effrontery and impudence could 
go no farther,” wrote New York 
Park Commissioner Robert Moses 
in the New York Times Magazine 
of Nov. 12. 

Entitled a “Broadside Against 
Billboards,” the article was a 
Philippic against the outdoor busi- 
ness from one of its most implac- 
able foes, and secondarily a 
lengthy argument for keeping out- 
door advertising away from the 
New York State Thruway, a $450,- 
000,000 highway into upstate New 
York, construction of which is 
now beginning. 

Mr. Moses believes ‘‘we must de- 
cide whether express arteries trav- 


Why 


do so many 


business 
magazine 
advertisers 

use this 


daily 
publication? 


A recent study disclosed 
that 96 well-known firms, nor- 
mally considered ‘‘magazine 
advertisers,” advertise regu- 


larly in The Wall Street 
Journal. 


Why do these firms choose 
to ignore labels—dailies, 
weeklies, magazines, newspa- 
pers—in the case of The Wall 
Street Journal? 


The answer is this: Like so 
many others, these advertisers 
and their agencies have deter- 
mined that The Wall Street 
Journal fits their needs for a 
publication that penetrates the 
business market directly, rap- 
idly and economically. 


You, too, can reach this re- 
sponsive audience — through 
The Wall Street Journal. 


e 
The Wall Street Journal 


Published at: 
44 Broad Street, New York 
911 Young Street, Dallas 
415 Bush Street, San Francisco 


ersing unspoiled scenic areas and 
fine architecture are to be ex- 
ploited or defaced by billboard 
companies on behalf of selfish and 
undiscriminating advertisers. .. We 
are in most cases building gasoline 
gullies running between almost 
continuous barricades of monstrous 
billboards...The time for com- 
promise with these stubborn and 
ruthless people is over. They must 
be drastically controlled by law 
enforcement.” 


a This is legally possible, the com- 
missioner argues, since “courts 
have repeatedly recognized that 
the billboard is essentially an in- 
trusion, that it causes annoyance to 
the traveling public, and that its 
exclusion...is within the reason- 
able bounds of the police power.” 

But the outdoor industry is 
skilled politically and in public re- 
lations techniques, he says, and its 
“cuteness in forestalling regulation 
has been the envy of other less 
well-heeled pressure groups.” 
When opposed, “we are told by the 
billboard lobby and their assorted 
stooges that some precious inalien- 
able and constitutional right is be- 
ing jeopardized or blotted out, that 
radical and even Communist forces 
are secretly at work.” 

Again, the commissioner—whose 
dislike of outdoor is well known 
in advertising circles—charges 
that the industry’s offer of co- 
operation and self-regulation are 
not genuine and that self-policing 
is a farce. 

He called attention to the Nas- 
sau and Westchester parkways 
which are free from advertising 
because the land is zoned for res- 
idence, but asserted that rural and 


A WINNER—Val Bjornson, associate editor of the St. Paul Dispatch and Pioneer 


Press, is congratulated on his election as 


treasurer of the state of Minnesota in the 


Nov. 7 election. The others (left to right) are Peter Benziger, national advertising 
manager; Hal Shugard, general manager; and John Lewis, advertising director. 


semi-rural towns have no such 
protection. 

Commissioner Moses advocates 
(1) passage of the Desmond bill, 
prohibiting advertising on the 
thruway; (2) a general state law 
regulating outdoor advertising out- 
side cities and villages, requiring 
a reasonable fee for each poster 
or advertising device, and a spec- 
ified setback from the road. 


a The irate commissioner also 
dragged in blimps for criticism. 
“Sky advertising is another 
curse,” Moses wrote. “It is one of 
the most annoying, and from the 
traffic hazard standpoint most 
dangerous, of all types of outdoor 
advertising.” Blimps, the commis- 
sioner said, are an aviation hazard, 
and distract the automobile driver. 
Neither Outdoor Advertising Inc. 
nor Douglas Leigh Inc. (major 
proponent of aerial advertising) 
had comment to make on the 
Moses broadside. j 
Parker James, executive vice- 
president of Standard Outdoor 
Advertising Inc., deplored the tone 
of the article and called it a case 


Li 


MARKET 


Metropolitan Oakland 


has the 2nd largest per capita effec- 
tive buying income on the Pacific 


Coast. 


(Source: 1950 S.M. Survey of Buying Power) 


NEWSPAPER 
The Oakland Tribune 


has by far the largest daily city circulation 
of all 6 newspapers in Northern California. 
(Over One Hundred Thousand Circulation) 


Get the facts about this great Pacific Coast 
market in the “1950 BRIGHT SPOT.” Contact 
Cresmer & Woodward, 
Tribune, Oakland, Calif. 


Inc., or write to The 


Oaklandive Tribune — 


Phone CR Fre ee Bem FORE’ 


CRESMER & WOODWARD, INC. 


Representatives, le isdinz Suindiy Ma sae 


of “mistaken identity.” 

“While there is some truth to 
what Mr. Moses says,” Mr. James 
conceded, “organized outdoor is 
being blamed for the sins of people 
over whom we have no control— 
barn painters, local restaurateurs, 
etc.” 

The comparison is as unfair, 
Mr. James feels, as blaming news- 
papers for the excesses of handbills 
which might be printed in news- 
paper format. 

He cited Standard Outdoor’s 
code of practices, and said flatly 
that the 21 plants belonging to 
Standard aren’t guilty of the of- 
fenses cited by Mr. Moses, and 
“much of the organized outdoor 
industry isn’t either.” 


WILLIAM H. GRIFFIN 


Toronto, Nov. 13—William H. 
Griffin, 72, founder of the Griffin 
Agency, an advertising and print- 
ing company here, died Nov. 12. He 
was a sales executive with the 
Southam Press for 25 years be- 
fore starting his own business. 


HARRY F. CALLAN 


Los ANGELES, Nov. 14—Harry F. 
Callan, 60, partner in Callan & 
Kennedy Outdoor Advertising Co., 
died here Nov. 9. 


K&E Gets Piel Beer Account 

Piel Bros., New York, has ap- 
pointed Kenyon & Eckhardt, New 
York, to handle the advertising for 
Piel’s: beer. William Esty Co. 
formerly had the account. 


BSF&D Adds Karl Knight 


to the 


Smith, French & Dorrance, Detroit. 


Karl E. Knight has been added | 
roduction staff of Brooke, | 


Advertising Age, November 20, 1959 


NEAL GALLAGHER 


NewTon, Ia., Nov. 13—W. Neg 
Gallagher, 55, president of the 
Automatic Washer Co., died at hig 
home here yesterday. He had beg, 
in ill health for a year and was 
on a year’s leave of absence at the 
time of his death. 

He had been with the Automatic 
Washer Co. for 34 years and had 
served as president since 1931. He 
was once president of the Ameri. 
can Washer and Ironer Assn, for 
two years. He started with the One 
Minute Mfg. Co. as a clerk ang 
later joined the sales department 
of Automatic, becoming a vice. 
president in 1925. 


KENNETH CHAMBERS 

New York, Nov. 15—Kenneth 
Chambers, 57, advertising man- 
ager of Harper’s Bazaar, died yes. 
terday after a long illness. 

Born in New York, he was grad- 
uated with honors from Columbia 
University in 1918. Two years 
earlier, he had joined the school 
department of Harper’s Bazaar 
and became head of the depart- 
ment after leaving college. After 
serving in the first World War, 
Mr. Chambers rejoined the maga- 
zine and a few years later became 
advertising manager. 


WILLIAM L. SCHULTZ 

New York, Nov. 14—William L. 
Schultz, 74, president and founder 
of Shulton Inc., manufacturer of 
toiletries, died yesterday after a 
brief illness. Born in Springfield, 
O., he grew up in Philadelphia 
where he studied interior deco- 
rating, and later formed his own 
company for the manufacture of 
leaded glass and ecclesiastical dec- 
oration. 

In 1910, he moved here and or- 
ganized the Lightfoot Schultz Co. 
to manufacture soaps and toilet- 
ries. In 1933, the company was 
purchased by the American Safety 
Razor Corp., and the following 
year Mr. Schultz organized Shul- 
ton Inc. 


MILTON CRASS 

New York, Nov. 13—WMilton 
Crass, 54, a sales executive of the 
printing division of Chilton Co, 
printer and publisher of business 
publications, died Nov. 11 after a 
brief illness. 

He had been associated with 
Chilton for 17 years, and before 
that had been an advertising sales- 
man on the Boardwalk News in 
Atlantic City, N. J. 


of different stereotypers 


form and be stereotyped 


For dependable 
stereotyping, rely on 


Your MAT MOLDER 
wouldn't offend a customer 


He may agree readily (but with mental reserva- 
tions) to use whatever brand of dry mat you 
choose to specify . . . But since the responsibility 
is his, wouldn't it be wiser to ask HIM to suggest 
the mat to be used? . . His task is most exacting 
—(1) to produce a molded product that scores 


(2) which means casts good enough to go in the 


he prefers to choose his materials. 


CERTIFIED DRY MAT CORPORATION 
9 Rockefeller Plaza, Dept. C, New York 20, N. Y. 


Lied 


will cast successfully— 


again .. . No wonder 
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Autonomous TV 


Section Formed 
Within NAB 

WASHINGTON, Nov. 16—Direc- 
tors of the National Assn. of 
Broadcasters began a reorganiza- 
tion today which will eventually 
give TV separate and autonomous 
standing within the organization. 

Under a resolution adopted at a 
r three day meeting, (1) NAB’s TV 
members have a separate and in- 
dependent board of directors; (2) 
TV stations have a separate dues 
structure and formulate their own 
policies on all questions relating to 
television; (3) an “equitable al- 
location” of TV dues goes into 
NAB to cover overhead. 

Details of the reorganization 
remain fuzzy, and are to be 
worked out at a special conven- 
tion of TV stations in Chicago 
some time next month. ‘ 
s Robert D. Swezey, general man- 
ager of WDSU-TV, New Orleans, 
who is chairman of the associa- 
tion’s TV committee, said the plan 
reflects the fact that television has 
grown so rapidly that it merits 
special standing within the associ- 
ation. 

“The problems of television, 
those of us in the field have 
learned, are related to those in 
radio, but not precisely like them. 

“There is purpose now, as tele- 
vision stations move into the 
profit columns, in establishing a 
sound economic basis for their 
continued membership in NAB 
and the definition of a procedure 
which will give television mem- 
bers necessary independence and 
flexibility of action.” 

Improved status for TV was one 
of a series of moves taken by the 
board to strengthen NAB. William 
Ryan, general manager of the as- 
sociation, reported that member- 
ship has “stabilized” following the 
dropping off that has occurred 
during the summer. During the 
meeting, 61 new members were 
admitted, offsetting all the losses 
nag had been suffered since 
une. 


# Among the steps approved to 
strengthen the organization were: 

Addition of another field man 
to work on membership. 

Publication of a brochure in- 
dicating the services NAB provides 
for its members. 

Board members suggested that 
the improved standing for televi- 
sion might be considered the first 
step toward converting NAB into 
a “federation” of groups dealing 
With specialized branches of 
broadcasting—an idea that has 
a discussed in industry quar- 
ers, 

Some board members openly ad- 
mitted that TV had been “up- 
gtaded” to head off the possibility 
that TV stations would turn to 
= associations for representa- 
ion. 


® In support of their position, they 
Pointed out that NAB’s 42 TV 
members pay only $10 each, a 
total of $420 dues. Under the new 
arrangement, TV dues will be con- 
Siderably higher. 

The present board will formu- 
late policy on purely radio matters 
and the TV board on purely TV 
matters; over-all policy matters 
Will be decided by the two boards 
JOintly. 

NAB already has a TV depart- 
ment headed by Charles Batson. 
In addition, the TV board. will 
utilize other NAB staff facilities. 

Sales promotion will be han- 
dled through the TV department. 
Broadcast Advertising Bureau 
Will continue to confine itself ex- 
tlusively to radio. 
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Last Minute News Flashes | 


Gilbert Supple Joins Lennen & Mitchell 


New York, Nov. 17—Gilbert J. Supple, formerly with McCann- | 
Erickson, has joined the radio and television copy department of Len- 
nen & Mitchell. 


Florida Races to Be Sponsored by Carling’s 


CLEVELAND, Nov. 17—Brewing Corp. of America, on behalf of 
Carling’s Red Cap ale, will sponsor a 13-week series of five-minute 
broadcasts over Mutual covering the Florida Race Track winter meet- 
ings, starting Jan. 20. Benton & Bowles is handling the drive. 


Triplspeed Gears for Kids’ Bikes Promoted 


BRISTOL, CONN., Nov. 17—New Departure division of General Motors 
Corp. is using full-page b&w ads in American Girl, Boys’ Life, Collier’s, 
Life and Popular Mechanics to kick off a campaign for Triplspeed, a 
new device that enables youngsters to shift gears on their bicycles just 
as they would in a car. Cost of converting any New Departure coaster 
brake to Triplspeed will be about $15. Albert Frank-Guenther Law is 
the agency. 


Walter Hanlon Joins ‘TV Guide’ as Ad Chief 


New York, Nov. 17—Walter Hanlon has resigned as advertising 
manager of the Ideal Women’s Group (Movie Life, Movie Stars Pa- 
rade, Intimate Romances and Personal Romances) to become director 
of advertising, sales and promotion for TV Guide. Mr. Hanlon at one 
time was advertising manager of Macfadden Women’s Group and 
figured in a wartime wage dispute with Macfadden Publications (AA, 
Nov. 6). 


Sutter Joins Esty as V. P.; Other Late News 


e Samuel M. Sutter, formerly vice-president and copy chief at Dancer- 
Fitzgerald-Sample, has joined William Esty Co., New York, in the 
same capacity. 


e Arkady Leokum, previously vice-president in charge of copy for 
Robert W. Orr & Associates, has joined Sherman & Marquette’s New 
York office as director in charge of copy. 


e Hubinger Co., Keokuk, Ia., maker of Quick Elastic starch, has 
appointed Compton Advertising, New York, effective Jan. 1. Grant 
Advertising, Chicago, is the present agency. 


e The Assn. of American Railroads, which reelected William T. Faricy 
of Washington as president Friday, has set an advertising budget of 
about $2,750,000 for 1951. The increase (last year it spent about $2,- 
000,000) is to allow for increased advertising costs, greater use of full 
pages in magazines, and to extend the winter schedule of the “Rail- 
road Hour” (NBC) through Benton & Bowles. 


e A temporary injunction has been obtained in Minneapolis by 
Broadcasting Services Inc. holding up the city council’s ordinance 
barring the complainant from transit radio advertising (see story on 
Page 67). : 


e Tintz Co. has asked the U. S. district court in Chicago for an in- 
junction restraining Bymart Inc. from using the name Tintair for hair 
coloring, on grounds that the name infringes on Tintz’ trademark and 
package design. 

e Harry G. McDavitt Jr., with Apex Mfg. Co., Cleveland, since 1948, 
has been promoted to advertising manager. 


e Kaufman & Associates, Chicago, has secured exclusive rights in 
ten markets to package and use Snader Telescriptions, three-and-a- 
half-minute musical films which can be used in building professional 
local TV shows for less than the cost of live shows (AA, Oct. 23). 
Kaufman will offer the Telescriptions to advertisers in New York, Chi- 
cago, Washington, Boston, Philadelphia, Pittsburgh, St. Louis, Detroit 
and Minneapolis. 


e Kitchen Art Foods Inc., Chicago, has shifted its Py-O-My food mixes 
account from Earle Ludgin & Co. to LeVally Inc. 


Successful Fair Trade Programs, Problems 


Discussed by American Fair Trade Council 


New York, Nov. 16—The Amer- | 
ican Fair Trade Council spent its 
1lth annual meeting, today, dis- 
cussing problems in those states 
where fair trade is illegal, and list- 
ening to case histories of success- 
ful fair trade programs. 

At the morning session, which 
was closed to the press, manu- 


erated in this state,” Mr. Brannon 
quoted the attorney general as say- 
ing. 

Attorney Rudolf Callman 
brought the group up to date on 
the “very unsatisfactory” legal 
position of the resale-price main- 
tenance system. 

Following luncheon, the after- 


facturers, advertisers and attorneys 
interested in fair trade listened to 
three speakers discussing prob- 
lems in those states where fair 
trade is illegal or not a law. 

E. Jacobson, assistant to state 
attorney general of Texas, Price 
Daniel, outlined his state’s policy 
for anti-trust violators, which in- 
cludes companies practicing fair 
trade. A spokesman for the coun- 
cil, who declined quotation, told 
AA that following clarification of 
Texas’ policy, the council will 
study the possibilities of institut- 
ing some action to simplify manu- 
facturers’ problems in that state. 


a John G. Brannon, former chief 
of the Anti-Trust Division for Mis- 
souri, told the audience that At- 
torney General J. E. Taylor in- 
tends “to continue with increasing 
vigor his present campaign against 
price regulation and control by 
private business. It will not be tol- 


noon panel, under the direction of 
council President John W. Ander- 
son, who is also president of the 
Anderson Co., Gary, Ind., gave the 
400 guests case histories of suc- 
sessful fair trade promotion in 
seven industrial groups—book pub- 
lishing, cosmetics and _ toiletry, 
household appliances, house fur- 
nishings, jewelry and silverware, 
sporting goods and stationery and 
office supplies. 

The AFTC told AA that the 
council now represents more than 
51 types of industry and has ex- 
panded its membership by 40% in 
the past year. 


Names Lambert & Feasley 


J. A. Wright Co., Keene, N. H., 
manufacturer of Wright’s silver 
cream, has appointed Lambert & 
Feasley, New York, as its agency, 
effective Jan. 1. Chas W. Hoyt Co., 
New York, formerly serviced the 
account. 


TESTIMONY—This is one of a series of 

600-line newspaper ads the Electric Assn. 

of Chicago is using to promote electric 

blankets. The copy, featuring testimonials 

by well known local women, is appearing 

in Chicago metropolitan papers through 
J. R. Pershall Co. 


CCA Reelects Hayes 
at Annual Meeting 


New YorK, Nov. 17—The Con- 
trolled Circulation Audit devoted 
its annual meeting today to re- 
ports, election of officers, and a 
clinic session for “open discussion 
of required procedure for conform- 
ing to recommendations of the 
committee on advertising proce- 
dure which have been adopted.” 

New officers of the CCA are as 
follows: 

President, Richard S. H. Hayes 
(reelected), advertising manager, 
Okonite Co.; vice-president, 
George Riddle (reelected), man- 
ager, advertising media division, 
General Electric Co.; secretary, 
Rufus Choate, president, Book- 
hout-Choate-Scott Inc.; and treas- 
urer, George A. Frye, vice-presi- 
dent, James T. Chirurg Co. Adin 
L. Davis continues as managing 
director of CCA. 

New directors elected are: 

Representing advertisers, G. 
Kenneth Thornton, director of ad- 
vertising, Scovill Co., and Robert 
Brenner, director of advertising, 
B. T. Babbitt Inc. E. Scott Patti- 
son, vice-president, G. M. Basford 
Co., is the agency representative. 
Publications representatives are 
Carroll Buzby, vice-president, 
Chilton Co.; George Stewart, pub- 
lisher, Constructioneer, and John 
K. Wilson, vice-president, Pro- 
duction Equipment, coin machine 
journal. 


Walkout of TV Performers 
Averted: AFRA Vote Taken 


A threatened walkout of tele- 
vision performers was averted last 
week, at least temporarily, as the 
networks and Television Authori- 
ty, representing five entertainment 
unions, resumed negotiations. Prin- 
cipal points of disagreement seem 
to be the amount of rehearsal 
time for actors and minimum pay 
for group singers, dancers and 
variety acts. 

The union membership in New 
York, Chicago and Los Angeles 
has authorized a strike in case the 
discussions fail. Strike authoriza- 
tion also has been given American 
Federation of Radio Artists’ rep- 
resentatives to strengthen their 
bargaining position in contract 
talks now going on between the 
radio union and AM networks. 


Philco Reportedly Planning 
to Cancel McNeill TV Show 


Phileco Corp., Philadelphia, is 
expected to cancel half of the Don 
McNeill TV show (ABC) at the 
end of the first 13-week run. The 
vacancy probably will be filled by 
General Mills or Swift & Co., co- 
sponsors of Mr. McNeill’s radio 
show with Philco. Both Swift and 
General Mills were interested in 
backing the telecast when it first 
went on the air. 

Another radio-TV manufacturer 
also is retrenching. Magnavox Co., 
Ft. Wayne, will discontinue spon- 
sorship of “Magnavox Theater” 
(CBS) Dec. 8, after a seven-time 
alternate week series. 


‘Business Week’ 
Study is First 
of Kind by ARF 


New York, Nov. 17—The first 
study of an executive management 
publication made by the Advertis- 
ing Research Foundation was re- 
leased this week in its survey of 
the April 22 issue of Business 
Week. 

All readers of that issue of the 
McGraw-Hill publication, the re- 
port says, read one or more de- 
partments and looked at one or 
more pictures, and 95% of those 
who read the 116-page issue also 
noted one or more of its 101 dis- 
play advertisements. 

Only 21 advertisements were 
printed in color but one or more 
of them were seen by 90% of the 
readers, and 91% of the readers 
looked at one or more of the issue’s 
80 b&w ads. 

A full-page, b&w ad for B. F. 
Goodrich plastic materials took 
top honors in the ranking of all: 
advertising in the surveyed issue. 
The ad, opposite the inside front 
cover, was seen by 52% of readers. 


a Studebaker automobiles had the 
highest-ranking color advertise- 
ment, a full-page display on the 
inside front cover which was seen 
by 51% of the readers. 

Two columns of classified ad- 
vertising attracted 10% of the 
readers. Each of the section’s 25 
classified ads was read by about 
9% of the readers. 

Scores of the 20 top-ranking dis- 
play advertisements ranged from 
52% to 32%. The 20 leaders had 
an average rating of 41%. 

The list of 20 highest-scoring ads 
included 17 full-page and three 
two-page spreads. Eleven con- 
tained color and nine were b&w. 
Six were bleed pages. 

The purpose of the study was to 
provide information on who reads 
a specific executive management 
publication and what was read in 
a typical issue of that publication. 
In other words, this survey is an 
audience and readership study. 


= Business Week has a nationwide 
circulation of more than 202,000. 
The study determined that 344,000 
persons had received the April 22 
issue by the time the interviews 
were made. These 344,000 persons 
are considered potential readers of 
the issue. It was found that 202,- 
000 of the 344,000 persons were 
qualified or “proven” readers, that 
is, they gave objective evidence 
that they had read the issue. 

In other words, in the “BW” 
study, which Alderson & Sessions, 
Philadelphia, conducted, 246 sub- 
scription copies were traced to 
determine the potential and qual- 
ified readers. The number of po- 
tential readers per subscription 
was found to be 1.7. Of these, 1.0 
were qualified readers. The total 
number of potential readers was 
determined by multiplying the 
ABC circulation by the 1.7 poten- 
tial readers per copy, qualified by 
multiplying circulation by 1.0 per 
copy. 

The techniques employed in 
making the survey were developed 
during the testing of various re- 
search methods in pilot surveys of 
the ARF’s Continuing Study of 
Farm Publications and its Contin- 
uing Study of Business Papers. 

The foundation is sponsored 
jointly by the American Assn. of 
Advertising Agencies and the Assn. 
of National Advertisers. All costs 
of Sfudy No. 1 were paid by Bus- 
iness Week. 


Publisher Changes Address 

New address of the eastern of- 
fice of American Fruit Grower 
Publishing Co. is 347 Madison 
Ave., New York 17. 
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Many TV Broadcasters Oppose FCC 
Proposal to Limit Network Time 


WASHINGTON, Nov. 15—TV 
broadcasters from all parts of the 
country screamed a unanimous 
“NO” today to FCC’s proposal for 
a rule limiting the amount of time 
stations could give to programs of 
any one network (AA, Oct. 9). 

DuMont and ABC told FCC that 
they would like the commission to 
take steps to assure them a better 
chance to clear time on stations in 
one and two-station communities. 
CBS said it was not taking a posi- 
tion either for or against the idea. 
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The unprecedented limitation on 
station operations was proposed by 
FCC early last month as a “tem- 
porary” measure to “protect” com- 
petition among the TV networks. 

In proposing the rules, FCC said 
NBC had established such a dom- 
inant position in one and two- 
station markets that there was 
danger that other networks would 
be destroyed before the number of 
TV stations increases to the point 
where there are ample outlets for 
all. 


w One of the commission’s sug- 
gestions, patterned on the chain 
broadcasting rules used in stand- 
ard radio, would simply limit the 
number of hours in each segment 
of the broadcast day which sta- 
tions in one, two and three-sta- 
tion markets could give to any one 
network. 

As an alternative, FCC suggested 
another approach, which would re- 
quire stations in scarce-station 
markets to give a minimum amount 
of time to each network. 

Individual stations responding to 
FCC’s suggestion—about 40 of the 
nation’s 107 filed answers—unani- 
mously opposed any kind of regu- 
lation as “contrary to the recog- 
nized responsibility of the station 
operators to select their own pro- 
grams.” 


w Another type of reaction, ex- 
pressed by WRGB, Schenectady, 


,; contended that rules “which pre- 


determine service to the viewer 
on quantitative rather than quali- 
tative yardsticks are not in the 
public interest.” 


BOUQUETS—Frankfort Distilleries’ gift packages use the Four Roses cluster re- 


produced in Fidel-I-Tone on a high gloss 


white background. A green band at the 


bottom carries the brand name in white letters. Lord Baltimore Press made the 
cartons. The sizes range from two miniatures, for display, to half gallon. 


KPRC-TV, Houston, contended 
that NBC and CBS have come up 
with “substantially the best pro- 
grams.” “If DuMont and ABC 
could offer better programs,” the 
station said, “they would have bet- 
ter representation on our program 
log.” 

One station commented: “The 
proposed rule is in reality an ad- 
dition to the DuMont sales force, 
engaged in competition with NBC, 
CBS and ABC.” 


s NBC, target of the commission’s 
proposal, warned the rule might 
“force from the air many of to- 
day’s most popular programs.” 

The commission’s aims for vig- 
orous competition between net- 
works and the fullest possible 
selection of programs for viewers 
can best be achieved by free com- 
petition, NBC contended. 

NBC argued that it had encour- 
aged its affiliates to enter TV 


PLUS WELD-FM 


Sales power in central Ohio 
means WBNS plus WELD-FM 
with 187,980 radio families. 
These are the folks who have 
the money to buy your product 
and their buying guide is WBNS. 
Quick results at lower cost... 
that has been the record of 
WBNS for year after year. 


ASK JOHN BLAIR 


POWER 5000 + WELD 53,000 - CBS - COLUMBUS, OHIO 


“while other networks were urg- 
ing their affiliates not to.” 


a “NBC has made every effort to 
bring the public the best programs 
available,” the statement contin- 
ued. “It has run financial risks to 
improve its services and to make 
its programs enjoyed—not endured 
—by the TV audience. There has 
been equal opportunity for all net- 
works to do the same. The efforts 
have not been proportionate, as 
the public acceptance of programs 
well declared.” 

In asking FCC intervention, Du- 
Mont called for a full investigation 
of contractual relationships in the 
industry. It contended FCC would 
find. arrangements “contrary to 
the chain broadcast regulations.” 


s ABC said it ordinarily would be 
reluctant to support rules of this 
kind, except for “abnormal” con- 
ditions in the industry. Pointing 
out that materials shortages may 
delay construction of additional 
stations for an undetermined peri- 
od, it said it is doubtful that all 
three competitors of NBC can sur- 
vive unless there is “substantial” 
improvement in their real, as well 
as their theoretical, opportunities 
for access to the market. 

ABC suggested that, instead of a 
fixed limit on station operations, 
FCC merely issue a policy state- 
ment calling for “fair” treatment 
of all networks, and requiring sta- 
tions to file reports for specified 
monthly periods. 


= CBS conceded that unbalance 
exists. “Under normal conditions, 
we would vigorously oppose as 
‘unwise and outside FCC powers’ 
proposals to limit rights and re- 
sponsibilities of licensees,” the 
network said. 

In view of the “abnormal” situa- 
tion, “‘we neither support nor op- 
pose the idea,” CBS said, adding, 
however, that color TV broadcasts 
should be excluded in computing 
programs of any particular net- 
work carried by an affiliate. 


‘Stores’ Issues Reprint of 
Corset Department Study 


Stores, official publication of the 
National Retail Dry Goods Assn., 
has issued reprints from the No- 
vember issue of its “Reports to 
Management on the Corset Depart- 
ment,” the first of a series of 
studies “to acquaint top manage- 
ment of the department store with 
the problems of individual depart- 
ments and the industries that 
serve them.” 

Copies of the reprint, at 20¢ 
each, are available through the 
magazine’s offices at 100 W. 31st 
St., New York 1. 


Pocket Books Names Morris 


Allan Morris, director of pub- 
licity for Simon & Schuster, New 
York publisher, has been named to 
handle the public relations for 
Pocket Books Inc., New York, pub- 
lisher of 25¢ pocket-size volumes. 
He also will continue to direct 
Simon & Schuster’s publicity de- 
partment. 
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Two Appoint R&R, Hollywood 

The Hollywood, Cal., office of 
Ruthrauff & Ryan has been nameg 
to handle the advervising of Pacifie 
Finance Corp., with headquarter 
in Los Angeles, and Turco Prog 
ucts Inc., Los Angeles, maker of 
industrial cleaning compounds 
The agency has appointed Tom 
Morris as an account executive jp 
the Hollywood office. 


CBS Reports Income Rise 
Columbia Broadcasting System 

Inc. and domestic subsidiaries re. 

port that their net income for 9 

nine-month period ending 

30, 1950, was $3,110,783 as com. 

pared with $2,003,812 for the ning. 


Gross income for the same periog 
in 1950 was $85,946,982 and 1949 
$74,607,071. 


Thor Names Henri, Hurst 
Thor Corp., Chicago, has ap. 
pointed Henri, Hurst & McDonald, 
Chicago, to handle its advertising, 
effective Dec. 1. Newspapers, radio 
and maybe television will be used, 
The account was formerly directed 
by Earle Ludgin & Co., Chicago. 


250,000 
SALESMEN 


want to sell 
your line! 


This is more than a headline . .. it’s 
a fact! All over America thousands 
of ambitious men (and women, too) 
are seeking good lines to sell .., 
direct to the consumer. They’II sell 
your product or service if you give 
them the chance, and they'll roll up 
a national volume so fast, you'll 
think it’s a miracle. In months in- 
stead of years your product can be 
advertised, demonstrated, and sold 
from coast to coast by a hard-hitting 
army of salespeople through the 
direct-to-user method. Does this 
sound fantastic? Then read the next 
paragraph. 


SELLING DIRECT 
The Short Cut to Big Volume 


Seven BILLION dollars worth of 
goods and services are sold every 
year by direct salespeople. $25,000, 
000.00 of brushes by one manufac 
turer. $35,000,000.00 of cosmetic 
by another. $12,000,000.00 of 
dresses by a third. $18,000,000.00 
of hosiery by one mill. Dozens of 
companies doing from $1,000, 
000.00 to $10,000,000.00 annually 
. . . through salespeople who call 
door-to-door, office-to-office, store 
to-store, factory-to-factory. Many of 
these companies have been in busi- 
ness 25 years and longer, making 
substantial profits year after yeat. 
That’s the wonder of Direct Selling: 


FREE BOOK 


gives all facts! 


Agencies and advertisers should 
know more about this dynamic 
method of distribution. It’s sow 
— it’s economical — it’s profitable 
Perhaps Direct Selling is the answet 
to tough competition you (or yout 
clients) are seeking. Mail your letter 
head to OPPORTUNITY, the lead- 
ing magazine in this field for F 
Booklet which contains facts, fig 
ures, and “how-to-do-it” info 
tion. No obligation. 


OPPORTUNITY 
MAGAZINE | 


Dept. A41, 28 East Jackson Blvd. 


month period ending Oct. 1, 1949 9 


Chicago 4, Illinois 
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ALL SMILES—This happy foursome was snapped at a spot radio clinic luncheon 

sponsored by National Assn. of Radio Station Representatives in New York. Guests 

from Dancer-Fitzgerald-Sample were J. James Nedle (left), vice-president and 

radio director; and Stanley Pulver (third from left), time buyer. Second from 

left is Fred F. Hague of the George P. Hollingberry Co., and at right is Thomas 
Campbell of the Branham Co. 


Peckham Tells 
GMA How Ad 
Brands Gain 


(Continued from Page 1) 
major advertised brands of coffee 
accounted for 43% of the market 
as of June-July, 1950. Eight years 
earlier, in June-July, 1942, these 
brands accounted for 38%. 

“In the case of shortenings, the 
advertised brands currently rep- 
resent 44% of the market. This is 
a bigger than normal gain from 
June-July, ’42, on account of short- 
ages which existed at that time. 
Pretty much the same thing is 
true of the advertised brands of 
flour which now represent 54% 
of the flour market as compared 
with a subnormal 28% during the 
shortage period of June-July, °42. 


s “The advertised brands of cer- 
eals have increased from 53% to 
69%, toilet tissues from 54% to 
1%, tea from 48% (again sub- 
normal on account of shortages) to 
74%, cleansers from 79% to 85%, 
and toilet soap from 72% to 86%. 

“Turning to the next chart, we 
dbserve that the advertised brands 
of all of these products account 
for 90% or more of the market and 
that in each instance there has 
been a rather substantial growth 
in the importance of these brands 
over the eight-year period.” 

This showed nationally adver- 
tised brands of margarine with 
68% of the market; dog foods, 
68%; evaporated milk, 71%; pre- 
pared cake mixes, 91%; processed 
cheese, 92%; coconut, 93%; solu- 
ble coffee, 95%; and soup mixes, 
95%. 


# Another who talked expansion 
was George H. Coppers, president 
of National Biscuit Co., who urged 
expanded physical facilities and 
improvement programs. 
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“Since the war, in my company,” 
he said, “we have spent some $60,- 
000,000 on new plants and equip- 
ment and in the next five years 
we shall spend a like amount. 

“Naturally, we have wondered 
about the uncertainty of these 
times. Naturally, we have won- 
dered about the advisability of 
building plants in these times of 
high costs. We have wondered 
about how many plants we will 
finish and how many will be held 
up in the middle or taken over by 
the government if we have total 
War, 

“But the answer we always 
come up with is that we can’t af- 
ford to wait. We hope to complete 
in the next five years our program 


to convert from 20 plants to 10 
modern ones.” 
Spokesmen for distributors— 


Forrest Fraser, director of mer- 
chandising, Kroger Co.; Tom Har- 
rison, president, Winston-Newell 
Co., wholesaler; and Gerard 
Klomp, president, the National 
Assn. of Retail Grocers—were 
critical of national advertising 
campaigns conducted by food man- 
ufacturers. 


a They said the manufacturers 
don’t give distributors and retail- 
ers sufficient advance notice of 
impending campaigns, thus pre- 
venting the latter from doing an 
adequate “tie-in” job at the point 
of sale. The distributor spokes- 
men said they prefer advance 
notice of eight or nine weeks. 

The distributors also complain- 
ed of the use of coupons, with Mr. 
Klomp introducing as evidence 56 
different coupons issued by 28 
companies which one grocer re- 
ceived in one day. According to 
Mr. Klomp, the retailer had to 
collect a total of $7.50 from the 
28 companies. 

Mr. Klomp asserted that house- 
to-house distribution of coupons is 
the best method and declared that 
newspaper coupons should be 
stopped at once. He said coupons 
should be dollar size, that no name 
or address be required on them 
and that the retailer be reim- 
bursed for handling them. 


ws Representing the manufacturers 
on the panel were Paul McGowan, 
General Foods Corp.; John Brow- 
nell, Lever Bros. Co.; and Walter 
Shafer, Armour & Co. 

Paul S. Willis was reelected 
president of the GMA. Others 
named were: Walter R. Barry, 
vice-president of General Mills, 
lst vice-president; O. E. Jones, 
vice-president of Swift & Co., 2nd 
vice-president; Mr. Coppers, 3rd 
vice-president; William A. Dolan, 
president of Wilbert Products Co., 
secretary; and B. E. Snyder, presi- 
dent of R. B. Davis Co., treasurer. 


Gets Whisky Account 


Tracy-Locke Co., Dallas, has 
been named by United Distillers of 
America, New York, to handle a 
regional campaign for J. W. Dani 
bonded Kentucky bourbon. News- 
paper ads in Dallas, Fort Worth, 
San Antonio and Houston will 
start the campaign. Point of sale 
and merchandising devices also 
will be used. The agency will work 
closely with McKesson & Robbins, 
exclusive distributor for J. W. 
Dant whisky in this area. 


Gelula Names Johnston V. P. 


J. McLean Johnston, formerly 
with Bethlehem Silk Co., has been 
named vice-president in charge of 
textile promotion for Abner J. 
Gelula & Associates, Philadelphia 
agency. 


Cedric Tarr Joins Biow 


Cedric Tarr, formerly with 
Buchanan & Co., San Francisco, 
has joined the copy department of 
Biow Co., San Francisco. 


| Minneapolis Imposes 
Transit Radio Ban 


MINNEAPOLIS, Nov. 15—An or- 
| dinance banning radio advertising 
| on street cars and buses in Minne- 
apolis has been adopted by the city 
council. 

About 300 public transport vehi- 
cles have been equipped since Sept. 
1 to receive FM programs. 

The ordinance is based on coun- 
cil power to regulate business on 
public streets. Penalty for violation 
of the ordinance is up to $100 in 
fines or 90 days in jail. 

The action climaxed extended 
controversy over transit radio. 
Spokesmen for Broadcasting Serv- 
ices Inc., which has a contract with 
the Twin Cities Rapid Transit 
system to provide radio to the 
system’s vehicles, earlier said they 
would cancel beer advertising if 
that would satisfy objections. 


@ Several citizens had appeared 
before the council to object to the 
broadcasts, chiefly because of beer 


and political advertising. 


Thomas Dow, counsel for Trans- | 


it Radio Inc., sponsor of similar 
vehicle broadcast arrangements in 
21 cities, testified that surveys 
in other cities—notably in St. 
Louis by the Post-Dispatch—had 
shown that only a small percentage 
of riders object to such broadcasts. 


Rubberset Promotes Hodgdon 


C. M. Hodgdon has been ap- 
pointed vice-president in charge 
of sales of Rubberset Co., Graven- 
hurst, Ont. He had been sales man- 
ager for the eastern division of the 
company since 1922. J. E. Huggett, 
assistant general sales manager, 
has been promoted to sales man- 
ager for Canada, with offices in 
Toronto. 


| Appoints John Bradley 


John L. Bradley, formerly ad- 
vertising manager of Sperry Prod- 
ucts Inc., has joined Calkins & 
Holden, Carlock, McClinton & 
Smith, New York, as assistant to 
Walter A. Ennis, in the mer- 
chandising and research depart- 
ment. 


Clements Adds Bautzer 
Clements Co., Philadelphia, has 
named Alan Bautzer, formerly con- 
tinuity director of Station WEEU, 
Reading, Pa., to its writing staff. 


To Farson, Huff & Northlich 


Crown Overall Mfg. Co., Cincin- 
nati, has appointed Farson, Huff 
& Northlich, Cincinnati, to handle 
its advertising. 
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Modern Medicine 


; » 83% pay attention to the advertising 


in Modern Medicine 


Modern Medicine is 


; ® THE ONLY publication that reaches 


ALL practicing physicians in the 
United States under 65 years of age 


For the 9th consecutive year, Modern Medicine 
has carried more advertising than 

any other monthly or semi-monthly medical 
publication in the world. 


MODERN MEDICINE 


84 South Tenth Street, Minneapolis 3, Minnesota 


New York: 50 East 42nd Street 
Chicago: 20 North Wacker Drive 
San Francisco: Mills Building 


Los Angeles: 2978 Wilshire Boulevard 


% Study conducted by National Analysts, Inc. — Copy on request 
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about Judy Garland 2 : 


In the September issue, Modern Screen told why 
one of Hollywood's most talented actresses was 
driven to desperation. 


Thousands of letters poured in acclaiming “The Brutal 


Truth About Judy Garland.” But this tremendous response 
was no surprise because the success of this article 
had been predicted months before. 


How can Modern Screen tell in advance what will 


interest its audience? The secret is its 8-year-old 
Continuing Reader Poll that gives Modern Screen’s 


ee ee 


ee ee ee ee 


editors a scientific guide to the current tastes of readers. 
The Poll is so accurate that Modern Screen editors 

can predict the future popularity of stars — 

frequently even before H ollywood can! 


eS — 


No wonder the millions of women who read Modern 


Screen read it from cover to cover! And 85% of them are 
in the ready-to-buy under-380 age group, from families 
whose incomes are 42% above the national. 


No wonder Modern Screen is the leading screen 
magazine on the newsstands of America. 


modern screen 


America’s Great Screen Magazine 


DELL PUBLISHING COMPANY, 261 Fifth Avenue, New York 16, N.Y. 
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